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Rough Proofs Radio Measurement 


RFC is including pulp and paper 
in its surplus property list, ac- 
cording to its newspaper ads, but 
cu had better see WPB. before 
tarting your negotiations. 

vgy¥e iy 

The recent restrictions on Pull- 
nan travel announced by ODT 
nay turn out to be the best sales 


promotion the air transport com- | 


manies have ever received from a 
friendly competitor. 
= + 
That SEP article describing the 
ours arranged by National Broad- 
asting Company is headed, “The 
ourists Say WOW!” and Johnny 
AGillin suggests that some of them 
must come from Omaha. 
yvvwy 
“True Confessions stories and 
uticles are not really written— 
hey’re lived.” 
That’s why it’s always so in- 
eresting to meet a true confessor. 


Ve 
The Chicago Daily News sug- 
ests that the reason Ringling 


sothers- Barnum & Bailey is 
skipping the Windy City this year 
s because of some political she- 
lannegans, but there ought to be 
ome things sacred even to a poli- 
ician, 

+ 

Gladys the beautiful reception- 

st says that these days a girl never 
cnows when she goes out on a 
late whether it will wind up with 
i proposal or a proposition. 

v v v 


“He wins Pulitzers and writes 
bout girdles,” the Detroit Free 
Press advertises. 

Getting Gertie’s girdle has 
Eilways been considered an inter- 
sting assignment. 

> s ¥ 

“A copywriter,” H. C. Briney 
nsists, “should not be compelled 
‘0 wear himself out.” 

Not just dotting i’s and crossing 
's, anyway. 

,? 9 

The average income of working 
families in Honolulu, the 
tar-Bulletin says, is $4,980. 

No wonder they’re so happy on 
‘te beach at Waikiki. 
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lass 


The Four A’s now has a com- 
littee which will “seek ways of 
kttracting young people to the 
Rgency business.” 

Most young people think the 
egencies have had committees to 
keep them out. 

> FF 
Bill Benton and Buck Powell 
ust be feeling pretty good about 

)w — Encyclopedia Brittanica 
Made the Satevepost and ADVER- 
TISING AGE the same week. 

, ie, am, 
| Westbrook Pegler is devoting a 

t space to analyzing some of 
the delicate relationships which 
in the advertising business, 
“Ad maybe somebody should ad- 
‘se him to stick to the labor 


om oe 


A Chicago agency looking for 
*2 asricultural copywriter says he 
i know the feed business 
hrive on hard work. 
vill all depend on the feed. 


Copy Cus. 


Fight Intensified 


by Nielsen Move | 


Audimeter Service 
Goes National; 
Has 47 Clients 


Chicago, July 26.—With 
nouncement this 
Nielsen Radio Index has expanded 
its coverage from coast to coast, 
A. C. Nielsen Company served no- 
tice that the fight for favor in the 
audience measurement field is on 
in full cry. 

For months rumors have been 
circulated to the effect that the 
elaborate and expensive Nielsen 
audimeter service had run into 
difficulties of such proportions 
that its future was highly specu- 
lative. CBS and NBC, the most 
important clients of the service, 
reportedly had refused to renew 
their contracts, and others alleg- 
edly were complaining that the 
service was too expensive in rela- 
tion to its value. 


Carries Fight to Field 


Now Nielsen is carrying the 
fight to the field with announce- 
ment of extension of audimeter 
service to areas containing more 
than 60% of radio homes, a 40% 
increase in home sample; a list of 
47 clients including CBS and NBC, 
of which three — Carnation Com- 
pany, Erwin, Wasey & Co., and 
Reader’s Digest — are heralded as 
new; and a blast at coincidental 
telephone methods of checking 
radio audience measurement. 

To emphasize that its network 
clients are not leaving, Nielsen 
announced that a new contract 
was recently executed by CBS, 
and final details of the same form 
of contract are being worked out 
with NBC. The new network con- 
tracts are on a continuous basis, 
with a minimum duration of two 
years, 

As the battle shapes up, four 
important research organizations 
and numerous others which have 
a finger in the radio research pie, 
are involved. Outstanding bat- 
tlers in the free-for-all are Niel- 


sen, using the audimeter to get a| 
mechanical minute - by - minute/| Register Company. 


check on radio tuning; C. 
Hooper, Inc., and Cooperative An- 
alysis of Broadcasting, whose field 
work is done by Archibald Cross- 
ley, both of which now use the co- 
incidental telephone system; and 
Industrial Surveys Company, a 
relatively minor factor until re- 
cent months, when it has made 


(Continued on Page 51) 
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week that the) 
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Life = 
Lasurance Companies = 
in America 


and thew agents 
operate with amr pecerement om preserving the frmanctal health of the eaten 


EXTENDS THEME —The aanti-inflation 
campaign of Life Insurance Companies 
of America gets under way this week 
with an increased budget and an ad- 
ditional list of newspapers. 


Life Insurance 
Group Extends 
Inflation Fight 


New York, July 25.—The third 
phase of the _  anti-inflationary 
campaign conducted by the Life 
Insurance Companies of America 
through the Institute of Life In- 
surance will get under way July 
30. The previous two drives have 
proved so successful that more 
companies are backing the new 
program, last year’s budget has 
been increased to $1,300,000 from 
$1,200,000, and more newspapers 
have been added to the schedule. 

Financed by more than 100 in- 
surance companies, the new drive 
will appear in more than 300 
newspapers of larger cities and in 
four leading farm journals. 


Basic Theme Continues 


|a one-shot 


The basic theme of preventing | 
inflationary price rises, followed | 
(Continued on Page 53) 


Commerce Names | 
N. Y. Agency for 
Surplus Goods Ad 


Permanent Agency 

to Be Appointed 
Later, Bradley Says 
Washington, July 25.—The De- 


partment of Commerce surplus 
property sales organization an- 


| nounced today that it has retained 


Albert J. Silberstein-Bert Gold- 
smith, Inc., New York agency, for 
national 
and trade publication campaign 
to support a series of large regional 
sales which are expected to move 
millions of dollars’ worth of badly 
needed auto parts into the civilian 
market during the next three 
months. 

In revealing that it had retained 
the agency, Commerce’s surplus 
property chief, William S. Brad- 
ley, cautioned, however, that the 
selection of a permanent agency 
for the Commerce account re- 
mains in abeyance, and that the 
presentations submitted last 
spring by about 40 agencies are 
still under consideration. 


First Agency Help 


While Commerce has been us- 
ing a considerable amount of news- 
paper space, primarily on a re- 
gional basis to support “spot” 
farm machinery and automobile 
sales, the auto parts campaign, in- 
volving 600-line insertions in 143 
newspapers and 31 automotive 
trade publications, is the first in 
which the services of an adver- 

(Continued on Page 49) 


Last Minute News Flashes 


Staudt Directs Standard Register Advertising 

Dayton, O., July 27.—-Lt. Col. George L. Staudt, formerly assistant 
advertising manager of Illinois Central Railroad, has been named di- 
rector of the advertising and sales promotion division of Standard 


J. E. Romig, with the company for three years, 
‘| has been named advertising manager. 


Rensie Sets $750,000 Budget; Signs Mutual Show 


New York, July 27.—Rensie Watch Company will sponsor “Dave 


Elmans Auction Gallery’ Mondays 
tions beginning Sept. 17. 


at 10 p. m., EWT, on 69 MBS sta- 


The company will spend $750,000 this year 


in radio, magazines and newspapers through Weiss & Geller, Inc., 


New York. 


Heads Advertising of Three Feathers Distributors 
New York, July 27.—E. Z. Grayson, former Metro-Goldwyn-Mayer | Bros., Little, Brown & Co., Ran- 


newspaper | 


Keener Competition Seen 
Among ‘Pocket Books’ 


Grosset & Dunlap 
to Seek Share of 
$15,000,000 Market 


By ROBERT GRANITZ 

New York, July 26.—Publishers 
of 25-cent pocket editions are 
lining up for what appears to be 
the biggest competitive battle the 
book publishing industry has been 
in decades. Among the weapons 
to be used to garner top honors 
in the field, which last year 
chalked up a sale of more than 
60,000,000 volumes at a quarter 
a book, will be increased adver- 
tising as soon as paper restrictions 
are relaxed, 

The company which at present 
far outdistances its competition is 
Pocketbooks, Inc., first company 
of its type to be founded in the 
United States. Most serious com- 
petitors in the past have been 
Penguin Books, Dell Publishing 
Company and Avon Pocket-Size 
Book Company, all of New York. 


Paper Halts Progress 


There has been a rash of new 
companies cropping up now and 
then, and undoubtedly there would 
have been more if paper had been 
available, but most of them have 
been relatively unsuccessful. 

Latest to appear and in some 
ways the most serious threat to 
Pocketbooks’ position as leader, 
is Bantam Books, Inc., newly 
formed this week by Grosset & 
Dunlap, Inc., New York, and 
Curtis Publishing Company, Phil- 
adelphia. Management and edi- 
torial control rests with Grosset 
& Dunlap, while distribution will 
be handled through Curtis. Until 
paper is available Bantam will 
distribute, but not publish, re- 
prints published by the Military 
Service Publishing Company. 


Ballantine Heads Board 
Board of directors of the new 
company includes: Ian Ballan- 
tine, president; Cass Canfield, 
chairman of the board, Harper & 
Bros.; Bennett Cerf, president, 
Random House; John O’Connor, 
president, Grosset & Dunlap; Mere- 
dith Wood, vice-president, Book- 
of-the-Month Club; Lewis W. 
Trayser and Benjamin Allen, vice- 
presidents, Curtis Publishing 


| Company; and R. E. MacNeal and 


R. C. McLarty, secretary and assis- 
tant circulation manager, respec- 
tively, of Curtis. 

The new operation climaxes a 
year of hectic activity in the book 
industry with the joint purchase 


|'of Grosset & Dunlap by Book-of- 
| the-Month 


Club, Harper and 


associate producer and recently staging entertainment at Army hos-|dom House and Charles Scrib- 
pitals for the American Theater Wing War Service, Inc., has been ap-| ners Sons, on the one hand; and 
pointed advertising manager of Three Feathers Distributors, subsidiary|the Marshall Field purchase of 
of Schenley Distillers Corporation. |Simon & Schuster and Fucket- 
| books, on the other. Out of the 

Garner Joins Bureau's Retail Committee preliminary feinting emerges the 
Peterborough, Ont., July 27.—Harold L. Garner, publisher and gen-| Main bout: Pocketbooks vs. Ban- 


eral manager of the Peterborough Examiner, has been named a mem- 
| ber of the retail committee of the 
| represent Canadian newspaper members. 


Bureau of Advertising, ANPA, to 


National Silver to Introduce New Flatware Line 
New York, July 27.—National Silver Company will introduce a new 
line of flatware Guildcraft in about seven national magazines in Oc- 


tober through McCann-Erickson. 


tam. 
Pocketbooks Dominates 


Pocketbooks has long been the 
dominant factor in the 25-cent re- 


print field in America. Founded 
in 1939 by Robert De Graff and 
Wallis E. Howe, it sold 5,000,000 
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copies the first year, hit 36,000,000 
in 1943 and 1944. This year the 
company does not expect to equal 
that figure because of the paper 
situation, but it looks forward to 
much higher sales after the war. 

Pioneer in this country, Pocket- 
books distributed only in New 
York City at first, through book 
stores, department stores and va- 
riety stores. It finally hit its 
stride when distribution was be- 
gun through independent maga- 
zine distributors, to set the pace 
for the rest of the field. 


Exceeds 300 Titles 


The company has_ published 
more than 300 titles and has seen 
one of its books, “See Here, Pri- 
vate Hargrove,” sell more than 
2,225,000 copies. It intends to 
publish two South American edi- 
tions, one in Portuguese and one 
in Spanish, to be distributed 
through the same channels as 
Reader’s Digest. 

Although it has not previously 
done much advertising, Pocket- 
books recently appointed Comp- 
ton Advertising, Inc., New York, 


to handle advertising and expects 
to advertise widely as soon as 
paper permits. No budget has 
been set, but the company told 
ADVERTISING AGE it “might spend 
as high as $300,000.” 


Get Distribution Rights 


Bantam enters the competition 
armed with plenty of know-how. 
President Ian Ballantine and edi- 
tor Walter Pitkin Jr. were for- 
merly general manager (since 
1939) and editor (since 1941) of 
Penguin Books, Inc., New York. 
They take with them from Pen- 
guin, distribution rights to the 
25-cent reprints printed by the 
Infantry Journal and Military 
Service Publishing Company, 
which were formerly distributed 
by Penguin. Furthermore, Pen- 
guin’s distribution was handled 
through Curtis, which is part 
owner of Bantam. For the pres- 
ent, Curtis will continue to dis- 
tribute Penguin books, but even- 
tually there will probably be some 
shift. 

Penguin Books is an off-shoot 


|name. Independent of the British 
firm, which owns a majority of 


tion has been publishing books 
under its own label since 1942. 


| Sales Exceed 10,000,000 


| Last year’s sales ran more than 
10,000,000, but the company feels 
that this figure in no way i 
dicates its potential, because it 
could have sold many times that 


able. It is, of course, in a relatively 
disadvantageous position because 


the first year in business. 


England in 1935 and claims to be 
the world’s first “pocket book” 
company. Started by Allen Lane, 
who still heads the firm, the com- 
pany had sold as many as 30,- 
000,000 books a year before the 
war. Priced at sixpence (10 cents) 
originally, the books were raised 


to ninepence (15 cents) during 
the war. 
Distribution was widespread, 


not only throughout England but 


of the British firm of the same 


also throughout the world, and 


its quota is based on 1942 sales, | 


the stock, the American organizd- | 


| 


in- | 


amount if paper had been avail-| 


| 


The original company began in | 


ZaAMLUAY. Ay; 450 SEVENTH AVENUE N.Y. 4 - 


NATIONAL — Luxuray, New York, is 

continuing its series with this black- 

and-white copy appearing in national 

magazines and newspapers in key cities. 

Norman D. Waters & Associates, New 
York, is the agency. 


included foreign language edi- 
tions printed in England. In the 
works now are two plants, in Ar- 
gentina and Brazil, to publish 
Spanish and Portuguese editions 
for South American consumption. 


Selling the Latin American 


Construction Field 


you need »»» 


A 4-fold service designed 


to help you 


1. A B.P.I.C. Specialized Export Magazine — IN- 
GENIERIA INTERNACIONAL CON- 
STRUCCION—that has been circulating for the 
past quarter century on a paid subscription basis 

Latin American Construction 


throughout the 


Field. ... 


9 
Latin American sales distribution, ete., in the Latin 
American Construction Field. ... 

3. A Direct Mail Service to the Latin American Con- 
struction Field. ... 

4, 


sell this field... 


Trade Counsellors Staff—to help you in lining up 


The Latin American Construction Buyers Guide 
published annually in Spanish and sent to key buy- 
ers and sales representatives throughout the Latin 


American Construction Field. 


Detailed information about any of the B.P.I.C. Specialized 
Export Magazines serving the Latin American Construction 
Field, Latin American Industry, the Latin American Drug Trade 
and Health Field and the Automotive Trade and Transport 


Field overseas will be sent on request. 


RR cere 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (inc.)] 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


Business PupLisHers INTERNATIONAL CorPoORATION 
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British Penguin originally py} 
lished only reprints, but even 
tually began to print origin, 
political and non-fiction title 
the regular price and a serie 
deluxe art books at 50 cents. T) 
American company plans t 
stitute a similar policy. 

Penguin has no_ advert sing 
agency at present, but does play 
to advertise after the war, feeling 
that competition will force moy 
of the pocket book publishers 1, 
promote their products. 

Third largest publishe 
pocket books in the U. S. is De} 
Publishing Company, which ep, 
tered the field in 1942 and }h; 
sold approximately 30,000.00) 
copies of its 100 titles to date 
Figures for 1944 have not yet bee; 
completed, but sales are expecte; 
to hit nearly 9,000,000. 

The company has no plans f 
foreign editions, but has hig) 
hopes for an expanded Americay 
market, and feels that the nex 
step in distribution is to get the 
books into supermarkets. 


Will Advertise Later 


Like the others, Dell feels th; 
advertising now would be supe: 
fluous with the scarcity of th 
product. But it expects to ad 
considerably to its present meage; 
schedule when conditions permi: 
Lennen & Mitchell, New York, 
the agency. 

No advertising plans have bee 
set for Bantam, but Sussman { 
Sugar, Inc., agency for Grosset & 
Dunlap, will also handle the ne 
firm’s account. 

Only one company in the fi 
is against the use of advertising 
Avon Pocket-Size Book Compa 
has no agency and plans _ non 
The company told ADVERTISING AG 
that “the only thing which sells 


of 


book is the title, not the pul 
lisher.” 
Founded in 1941, Avon dis. 


tributes through the regular chan 
nels, uses newsprint in contras 
to most of the others, which us¢ 
book paper. The company refuse: 
to divulge sales figures. 


Jeweler in Radio Drive 


Morris Square Deal Jewelers 
New York, has launched a radi 
campaign, through Lew Kashui 
Advertising Company, New York 
featuring diamond “rings o’ de 
votion” on nine stations in Pen! 
sylvania and Delaware where thd 
company maintains stores. One 
minute, half-minute and 15-s¢ 
ond singing commercials are bein 
used. 


Mrs. Kalmus to Hutchins 


Jane Waring Kalmus has ré 
signed as assistant directo: 
radio for Tom Fizdale, Inc., Ne\ 
York, to become director of pu! 
licity on the Philco account {0! 
Hutchins Advertising Company 
New York. 


The shortage of paper and the needs of * 
nation make it highly desirable to get 4 ¥é 
message into EVERY PIECE OF PRINTED 
MATTER! 


SAUGERTIES, N.Y. 
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Come in on the conversation on the 7th floor of 205 East 
42nd Street, New York 17, New York. 


The editors haye before them the case of a vicious 
kidnapper— William Martin, alias De Pew, alias Deputy, 
alias Long, alias Anson. Tips have revealed Martin had fled 
the country. Would a story on him in the Line-Up serve 
any purpose? Who knows? A good magazine’s influence 
reaches out in strange and wonderful ways. 


The story was okayed for insertion. 


Then began the long routine world-wide journey of 
True Detective to the great outside capitals of the earth 
... Rio de Janeiro, Shanghai, Johannesburg, Calcutta, 
London, Oslo, etc. 


If ever again you have any doubts about the power 
of the printed word—you’ll forget them now. For Martin’s 
story in True Detective was literally like the waves from 
a pebble dropped in a pond—eventually they were to 


reach him, touch him, eliminate him as a social menace. 
+ of * * 


The American Consul in Johannesburg recognized the man 
in front of him from a photograph in the April issue of the 
magazine that had reached him that day. ‘“‘Mr. Anson” 
who was seeking financial help from the ‘American Fund”’ 
was immediately identified as Martin, the kidnapper. 

The ship that took him from New York a stowaway— 
took him back in irons. He had dissipated the ransom 
money—but the woman he had kidnapped was found 
safe and well in America. And many another was safer 
because of a routine story in one of the magazines of the 
Macfadden Men’s Group. 


* * * + 


Publications that steadfastly and tirelessly fulfill a real social 
purpose have a unique place in the esteem of their readers. 


That esteem is an important part of the advertiser’s 
franchise in the magazines of Macfadden Men’s Group. 


or 
te 


ge Mc of lhe eight MACFADDEN PUBLICATIONS 


The Measure of a Magazine's Worth Is Its PRUE DETECTIVE . MASTER DETECTIVE 
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‘Henry Kaiser, 
Motor Car Maker,’ 
Becomes Reality 


Expects to Turn Out | 
Cars by Spring; Ads 
May Start Sooner 
F 'farm tractor which also will bear 
Detroit, July 25.—Im- a move the Frazer name. 
which took the automotive indus- | 


try completely by surprise, Joseph | 
W. Frazer and Henry J. Kaiser | 


|be known as the “Kaiser” 


$1,000. 


|dium-price bracket will be manu- 
factured by Graham-Paige in De- 
troit. This auto will be known 
|as the “Frazer.” There will be no 
|Graham-Paige car, as such, Mr. 


|made. The Graham-Paige sub- 
sidiary, Warren City Mfg. Com- 


Realigns Graham-Paige 


mation of a new corporation to| Frazer Corporation and Mr. Frazer 
manufacture and market a new/will be president and _ general 
light-weight, low-priced automo- | manager. Other company officers 
bile. The new firm, known as | are to be announced soon. 
Kaiser-Frazer Corporation, will} Mr. Frazer, in addition, an- 
be owned jointly and equally by| nounced that he assumed today 
the Kaiser interests and Graham-|the presidency of Graham-Paige 
Paige Motors Corporation. jin a realignment of officers pre- 
It will produce on the Pacific | paratory to the firm’s reentry into 
Coast a full size auto which will! the automobile business. Mr. 


Mr. Kaiser will serve as chair- | 
today jointly announced the for-| man of the board of the Kaiser- | 


and | Frazer 
will reportedly sell for less than | Hodgson, 


| 


| 


| 
| 


Frazer stated at a press confer- | 


succeeds 
G-P president since 
1942, whose resignation was ac- 


Another larger car in the me-| cepted by the board of directors 


at a special meeting 
which formation of the Kaiser- 
Frazer Corporation was. con- 
cluded. Mr. Hodgson will remain 
a member of the G-P board. 

Mr. Frazer told ADVERTISING AGE 


today at 


ence during which announcement | that, while advertising and mer- 
of the new auto company was /|chandising plans for the two new 


cars have not yet been fully for- 
mulated, advertising of the auto- 


|pany, will manufacture a_ light mobiles may begin late this year— 


probably in December. Trade De- 
velopment Corporation, Chicago, 
is the agency for Graham-Paige 
and the new Frazer, but Mr. 
Frazer gave no indication as to 
whether it would also handle ad- 
vertising for the Kaiser. 


Plans Dealer Setup 


Both cars—which are to be pro- 
duced in “two distinct designs,” 
Mr. Frazer said, of several models 
each—are expected to be un- 
veiled simultaneously next spring. 
They will be termed 1946 models. 

Mr. Frazer told ADVERTISING AGE 


“THIS CAR SELLS ITSELF!” 


Did you ever hear a car talking? Well, we 
have! — in fact, with Sonovox we can make 
an automobile horn say the name of a car, 
or of a dealer, as easily as you can say it! 
Well, you can imagine what that sort of 
thing could do for a radio commercial. cation! 
We've done it — with such wonderful re- 
sults that dealers gave Sonovox credit for 
doubling and tripling the effectiveness of 


their radio advertising! 


horn, the Bromo-Seltzer talking train, etc. 
Dozens of other sounds can be transformed 
by Sonovox into interruptive, memorable, 
effective human speech or song. Result: a 
14° average increase in sponsor identifi- 


Now Sonovox is available not only for big 
national shows, but also for a few care- 
fully-selected, blue-ribbon local accounts 


in key cities. If you want the facts, drop 


You've heard Sonovox as the Lifebuoy fog- 


us a line today. Auditions gladly arranged. 


), WRIGHT- SONOVOX, INC. 
aaa \ “Talking and Singing Sound” 
t\, FREE & PETERS, INC., Exclusive National Representatives 
r 


CHICAGO: 180 N Michigan WEWYORM: 434 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 111 Sutter WOLLYWOOD: 633; Hollywood ATLANTA: 322 Palmer Bidg 


Franklin 6373 Plaza 5-4130 Cadillac 1880 Sutter 4353 


Hollywood 2151 Main $667 


Raymond J. | 


PRINCIPALS—Henry J. 

Joseph W. Frazer of Graham-Paige 

Motors Corp. at the Kaiser shipyard, 
Richmond, Cal. 


and 


Kaiser 


that it is quite likely that “the 
dealer for one car will be fully 


privileged to sell the other.” Dual | 


dealerships, which long have 
been the basic method of market- 
ing by automobile concerns, will, 
it is apparent, form one corner- 
stone of the new company’s sales 
policy. Unique element in this 
respect, however, is that Graham- 
Paige, now in the process of rig- 
ging up its postwar dealer struc- 
ture, will adhere to the distribu- 
torship method of auto merchan- 
dising, while Kaiser-Frazer will 
follow the present trend in the in- 
dustry of direct factory-dealer 
marketing. 


Find Common Ground 


“For some months,” said the an- 
nouncement, ‘‘the Kaiser interests 
have been actively engaged in 
preliminary development and en- 
gineering of a new automobile. 
A recent detailed study by mem- 
bers of the Kaiser and Frazer 
organizations indicated that not 
only is there common ground in 
the postwar plans of both groups, 
but that each effectively comple- 
ments the other. The community 
of interest between the Kaiser 
group and Graham-Paige was 
such that cooperative arrangement 
for the purpose of jointly engi- 
neering and producing a car in the 
low-priced field was quickly ar- 
ranged.” 

While he declined to comment 
on the price consumers will pay 
for the Kaiser and Frazer auto- 
mobiles, Mr. Frazer warned that 
the public should not anticipate 
“too low a price” in the case of 
the Kaiser. 

“We want to keep the price 
down and intend to do so, but the 
$500 automobile is simply not pos- 
sible in view of what labor and 
material costs are likely to be,” he 
said. 


Expect Ne Quota Trouble 


In answer to one question put to 
him which referred to auto manu- 
facturing quotas and how it was 


Advertising Age, July 30, 1945 


|felt the new company would co 


“One look at West Coast une 
ployment, by the time we 
ready for production, should 
swer that.” He stated that 
first Kaiser-Frazer plant would be 
located ‘probably in the Sa, 
Francisco Bay district,” with othe 
Coast facilities to be established 
later at either Los Angeles or San 
Diego and Portland or Seattle 

In announcing his assumptio; 
of the G-P presidency, he dis- 
closed the election of two vice- 
presidents who will guide the De- 
troit company’s auto production 
and sales program. They are Very 
R. Drum, appointed vice-president 
and general manager, and W. A 
MacDonald, named vice-president 
in charge of Frazer sales. \M) 
Drum, who has been vice-presi- 
dent of the Warren City subsidi- 
ary, is a former president of Hup, 
Motor and former vice-presiden} 
in charge of manufacturing at 
Willys-Overland. Mr. MacDonald 
is a former Hupp vice-president 
and was assistant to Mr. Fraze: 
when he was president of Willys- 
Overland. 


The Executive Lineup 


The resignation of W. L. Eaton 
for many years a Graham-Paigs 
vice-president, was also. an- 
nounced today. 

Directors of the new Kaiser- 
Frazer Corporation, in addition t 
Mr. Kaiser and Mr. Frazer, includ 
members of the G-P board and 
associates of Mr. Kaiser in hi 
West Coast industries. They ar 
L. Boyd Hatch, executive vice- 
president of Atlas Corporatio! 
New York investment firm; Os- 
wald L. Johnston of the firm of 


York; Walter Beinecke, president 
John C. Paige & Co., New York; 
and E. E. Trefethen Jr. and George 
G. Sherwood of the Kaiser organi- 
zation, and Robert L. Bridges of 


Johnson & Bridges, San Francisco 


G-E Appoints Pettit 


Lee Pettit, former promotion 
manager for the district appliance 
office of General Electric Com- 
pany in New York, and recently 
in the war contract division o! 
G-E, has been named assistant t 
A. L. Brandt, general sales man- 
ager of the electronics department 
Mr. Pettit will coordinate adver- 
tising for that division of G-E. 


Electronic Firm Elects 


Electronic Laboratories, Indian- 
apolis, has elected Norman R. 
Kevers, formerly president, chair- 
man of the board, and William W 
Garstang, formerly vice-president 
and general manager, as president 
Three new vice-presidents are 
Walter E. Peek, sales manager: 
Paul H. Frye, chief engineer, and 
Harry C. May, production man- 
ager. 


SOUTH DAKOTA [§ 


WYOMING 


NEW MEXICO 


KVOO NIGHTTIME .3 COVERAGE | 


A HALF MILLIVOLT 


AREA of more than 


8-STATES 


KVOO's Powerful directioné 


signal makes possible 1's 


comprehensive coverage. 


50,000 WATTS 
TULSA, OKLAHOMA 


tend with them, Mr. Frazer saiq 


Simpson, Thacher & Bartlett, New § 


the legal firm of Thelen, Marrin, 
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A complete copy of this list and an 
analysis of its significance to manufac- 


° aor sl A D 
turers are available on request. The following is a list of products 


DeA.ers are $ 


Electric water systems 
Water heaters .---*°°"” 
Plumbing fixtures --- 
Boilers -----°"""*"' oe 
Shower cabinets ----***" 
Furnaces ---000°°° = 
Oil burners «----00° ; 
Kitchen cabinets .---*"""" 
Water softeners --- 
kere 203088 °*" 
ae interceptors - 
Air conditioning units 
Lawn sprinklers 
Gas burners ----*: 
Stoves and roo 
Gas ranges ---*" 
Stock watering eq 
Refrigerators ---707° 
Attic fans ----*"" 
Washing machines ---:*" 
Electric ranges ---°""" 
Sprinklers for 
Teqners «coer i 


uipment 


Froze 
Electric light plants .--- 
Milking machines ----"*" 
waplements .- 


arm 


These Dealers Have Done a VITAL WAR J OB... 
and are Swinging into Their VITAL PEACETIME JOB! 


Tre above partial list is a tabulation of prod- 
ucts which Domestic Engineering Dealers are selling or will 
sell as they become available, based upon a survey recently 
concluded. 

The diversity of lines represented is just an indication that 
the Domestic Engineering Dealer is an aggressive merchan- 
diser. He represents a market that was huge in the prewar 
period, has continued on a high plane throughout the war 
years and promises to expand both in type of product handled 
and in scope of activities. 

The Domestic Engineering Dealer is an established dealer 
...a@ continuously active dealer whose services have been vital 
to the war effort and to essential civilian requirements. As 
verified by authoritative survey figures, he is now in the proc- 
ess of further broadening his lines to include various additional 


OMESTIC ENGINEERING, 


ble: 


elling or will sell as they become av 


WHAT DOMESTIC ENGINEERING 
DEALERS SELL. 


types of domestic and commercial appliances and equipment. 
He is ready...able...and available to sell your product 
today! 

The Domestic Engineering Dealer is also a DOMESTIC 
ENGINEERING Reader. In his plans for expansion he is de- 
pendent upon the editorial and advertising pages of DOMES- 
TIC ENGINEERING for the product, merchandising and tech- 
nical assistance he must have to develop and sell his greatly 
broadened postwar market. It is through these pages that the 
manufacturer of products for this field is brought to his most 
intimate contacts with this vital dealer group. These manu- 
facturers and their advertising agencies are invited to write 
for complete details on the Domestic Engineering Market, the 
Domestic Engineering Dealer and the publication which has 
served them continuously for fifty-five years. 


Emblem of 
Outstanding Service 


Poe Pert Selay a Hiisemsds 
: \¥aa 


HE large plaque shown here and 
received by DOMESTIC ENGINEER- 
ING is for excellence in the Class 1 Division of a recent 
nation-wide competition. This class one division was for 
entries competing for the best series of articles or edi- 
torials on one theme on a definite objective appearing 


in a series of issues. 


/ 1900 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 
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Cheerioats Will 
Become Cheerios; 
Suit Is Dropped 


Minneapolis, July 26.—Cheeri- 
oats will greet ready-to-eat cereal 
buyers next month under a new 
name—Cheerios—as a result of 
court action against its producer, 
General Mills, Inc., by several 
other nationally-known cereal 
makers, 

Packaging under the new trade 
name is to begin about Aug. 10, 
and the new Cheerios box should 
appear on grocers’ shelves soon 
afterward, company officials said. 
The phrase, “formerly ‘Cheeri- 
oats,’”’ is to appear beneath the new 
name on all Cherrios packages. 


| Walter R. Barry, vice-president | 
|in charge of General Mills’ grocery 
products operations, said _ the 
change in trade names is being 
made to “eliminate confusion | 
which the manufacturers of rolled 
oats have felt existed among 
ready-to-eat and other oat prod- 
uct trade names.” 


Filed Suit in 1943 


This “confusion,” involving the 


merits of natural whole grain 
foods as contrasted with nutri- 
tionally “restored” foods, led to 


the filing of a suit against Gen- 
eral Mills in Wilmington, Del., 
federal district court two years 
ago (AA, July 12, 1943). Plain- 
tiffs included leading oats proces- 
sors, including Quaker Oats Com- 


| pany, Best Foods, National Oats 


Company and Northern Illinois 
Cereal Company. 
The suit, seeking an injunction 


| against General Mills, as well as 


an accounting of profits and dam- 
ages, was dismissed last April 17 
after the Minneapolis company 
agreed to discontinue the use of 
the name Cheerioats for its fa- 
miliar breakfast cereal, and to 
stop advertising that the product 
had the same nutritional value 
of natural oats or oatmeal. 


Deny Cheerioats Claims 


The complaining companies had 
contended that Cheerioats is 
neither oats nor oatmeal, and that 
it does not have the same nutri- 
tional value as_ these natural 
whole grain foods. “Oats, a hu- 
man food, means rolled oats or 


oatmeal,”’ they insisted. 

The Federal Trade Commission, 
which undertook an investigation 
of the natural vs. restored oats 
controversy at about the time the 
Wilmington complaint was filed, 
had awaited outcome of the court 
action before continuing its study. 
The plaintiffs had accused General 
Mills, in its advertising and saie 
of Cheerioats, of having violated 
the FTC and Food and Drug Acts, 
as well as various state food laws. 


NPA Sets Annual Meet 


The 26th annual meeting of 
National Publishers Association 
will be held at Westchester Coun- 
try Club, Rye, N. Y., Sept. 18 and 
19. Golf tournaments and a din- 
ner will be held the first day, 
with topics of discussion to be 


|/announced later. 


a 


' 


home-ma 


ker market 


Q. Which of the leading cities has the 
largest percentage of its families 
living in individual homes? 

A. Philadelphia, third largest city of 
the United States. 


This point is given top billing here, so 
to speak, because it’s a highly impor- 
tant one in gauging the potentialities 
of a consumer market. For where the 
family furnishes and maintains a dwell- 
ing, family wants and family purchases 


cover a wider range of commodities 
than any other type of living. 


In today’s wartime economy, there 
is another significant manifestation of 
Philadelphia market potential. It is 
saving as well as spending. It is the 
certainty with which a backlog of con- 
sumer demand is being built up. 


As present and future spending plans 
are made, the advertising in one news- 
paper has a big influence on those 


plans. That newspaper is read daily 
by nearly 4 out of 5 of the Philadelphia 
families. It is The Evening Bulletin, 
newspaper that goes home in this city 
of homes. The Bulletin has a circulation 
exceeding 600,000, the largest evening 
circulation in America. 


In Philadelphia — 
nearly everybody 
reads The Bulletin 


Advertising Age, July 30, 19 


American Export, 
American Airlines 
Form New System 


New York, July 25.—Americay 
Airlines System, a new worldyw 
airline, has been formed by 4 
combination of American Airlines. 

Inc., and American Export Air. 
lines, Inc., according to an an. 
nouncement by Ralph S. Damon 
and Sumner Sewell, presidents. 
respectively, of the two airlines 

Both companies will retain thei; 
corporate identities, but their uni- : 
fied services will be presented tp 
the world as a single system 
American Export Airlines was re- L 
cently granted routes between the 
United States and Denmark, Eng- 
land, Finland, Germany, Green- c 
land, Iceland, Netherlands, New- 
foundland, Norway, Poland, Rus- c 
sia, Scotland and Sweden. At the 
same time American Airlines was : 
granted permission to acquire 1 
control of American Export Air- 
lines, already in transatlantic op- 
eration. 

The new system is running 
1,000-line advertisements in 65 
on-line newspapers coast-to-coast 
to announce its entrance into over- 
seas commerce. 

No agency for the new system 
has been decided upon. Ruthrauff 
& Ryan, New York, handles 
American Airlines and Campbell- 
Ewald Company, New York, 
the agency for American Export 


ABC Signs WJJD, WIND: 
Denies Field Interest 


The _ Associated Broadcasting 
Company, fifth standard broad- 
casting network planning initial 
operations Sept. 16 (AA, July 23), 
{has signed WJJD and WIND as 
Chicago outlets for the network, 
but does not plan to announce 
stations affiliated with the new 
network until Aug. 1. 

Rumors last week that Marshall 
Field, who owns WJJD among 
other radio and publication prop- 
| erties, would hold financial interest 
/in the new network, were denied 
in New York by executives of the 
corporation, who are negotiating 
a New York outlet and lining up 
future personnel. 


Campbell Show Set 


Campbell Soup Company, Cam- 
den, N. J., which signed the Mas- 
quers Club in June for a five- 
year contract this fall (AA, June 
18), will start the program Oct. 7 
on CBS and the Canadian Broad- 
casting Corporation, Sunday 9-9: 30 
p.m., EWT, in the interest o! 
tomato soup and other products 
The program, renamed “Request 
Performance,” will use the same 
format as that of the Army over- 
|seas shows, “Mail Call” and 
\“Command Performance.” Ward 
Wheelock Company, Philadelphia, 
is the agency. 


le 


Campana Moves to CBS 


Campana Sales Company, Bata- 


| via, Ill., which sponsors “Grand Et 
| Hotel” on the full NBC netw rk, 
Saturday 5-5:30 p.m., EWT. 3s t 


moving the program Oct. 6 to the 
full CBS network, the same (a) 
1.30-2 p.m., EWT. Wallace-Ferry- 
Hanly Company, Chicago, is ' 
agency. 


New Products . . New Applications 


. the NEWS of the plastics ind 
tiy. Religiously read by 25,000 NEV 
hungry executives and engineers w 
specify and buy. At $76-$88 a visib 
standard unit, it's the answer to 


ECONOMICAL RESULTS 


WRITE FOR SAMPLE COPY 


CLEWORTH PUBLISHING CO., ‘\. 


551 Fifth Avenue * 


. New York City, N. Y. 
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e couldnt have mended 
his parts before... 


Johnny tore his blue sailor pants, and had to fix them 
up for inspection. So he turned those bell bottoms inside 
out, and covered the rip with moleskin. (You can use 
adhesive tape, too.) He wouldn't have known how to do 


it before. The things those boys learn in the Navy! 


ECHANIX Illustrated is being read by hundreds of 
thousands of the world’s greatest coupon clippers. 


hese fellows find every issue filled with ideas they can use 
) ‘make things” and make them better. After the war, 
echanix Illustrated is going to be read by eager new 
housands of fellows who have discovered in the service 
low to use their hands. They'll come home with the me- 
hanical skills they've acquired—they’ll be tomorrow’s “ex- 
erts,” with lifelong new interests that keep on growing. 
aturally, they'll rely on Mechanix Illustrated, because its 
KXC.usive stories, strikingly illustrated in 4 colors, and its 


FAWCETT PUBLICATIONS, INC., WORLD’S LARGEST PUBLISHERS OF MONTHLY MAGAZINES, 
295 MADISON AVENUE, N. Y. 17, N. Y. 
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It's pocket-sized, it's complete, and 
there's a swell place for it in the 
basement back home. Now that 
Johnny has discovered the fun of 
using his hands, and how easy it is 
to follow the practical directions in 
Mechanix Illustrated, plenty of good 
things are going to be developed 
around the post-war home of 
Johnny H, ex-sailor and permanent 


fixer-upper. 


procession of “news beats” in mechanics and science will be 
uniquely useful to them. Reach this “let’s try it’ young 
market today and tomorrow by starting your selling in 
Mechanix Illustrated now. 


The magazine 
that gives men 
ideas 
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Hygrade Buys Two. 


General Foods 
Subsidiaries 


New York, July 25.— Hygrade 
Food Products Corporation has 
purchased two General Foods 
Corporation subsidiaries for an 
undisclosed amount. The two 
companies are Batcholder & Sny- 
der Company, Boston, and At- 
lantic Meat Company, Newark. 

Batcholder & Snyder is a dis- 


tributor and packer of canned and | 


frozen foods for hotels, clubs and 
Similar institutions in the Boston 
area only. Acquisition of the firm 
includes the transfer to Hygrade 
of the Birds Eye license for freez- 
ing foods, and under the new 
management, the Boston plant 
will devote a large portion of its 
activity to the freezing process. 
No advertising is planned for 
either the Boston or Newark op- 
erations, both of which are fairly 
small in scope. Eventually the 


/by Maxwell Dane, Inc., 


parent name will be applied. 
Hygrade advertising is handled 
New York. 


Curtis Takes to Air 


Curtis Publishing Company, 
Philadelphia, for the first time 
will sponsor sports events over 
the air when it presents, for The 
Saturday Evening Post, the Army- 
Notre Dame and Army-Navy 
football broadcasts over NBC. 
First game will be played Nov. 
10, second on Dec. 1. Agency is 
MacFarland, Aveyard & Co., New 
York. 


Heads Carr Advertising 


Richmond H. Galley has been 
appointed advertising manager of 
J. B. Carr’ Biscuit Company, 
Wilkes-Barre, Pa. with additional 
duties in new package develop- 
ment and sales promotion. He was 
formerly advertising manager of 
the packaged foods, fur foods and 
kennel foods divisions of Allied 
Mills, Inc., Chicago, and was pre- 
viously advertising manager of 
Sprague Warner & Co., Chicago 


names will be dropped and the} wholesale grocery firm. 


=. 


Col. Hatch Joins 
MacManus, John & Adams 


Col. Fred J. Hatch has joined 
the executive staff of MacManus, 
John & Adams, Detroit agency, 
where he will 
be attached to 
the staff serv- 
ing the Bendix 
Aviation Cor- 
poration ac- 
count. Col, 
Hatch was re- 
cently released 
from active 
duty after five 
years’ Army 
service. 

Prior to mili- 
tary duty, Col. 
Hatch headed his own agency in 
Milwaukee, and for 15 years was 
in charge of advertising and pub- 
lic relations of a Wisconsin public 
utility. 


Fred J. Hatch 


Gyllensvard Appointed 


Eric C. Gyllensvard has been 
appointed export sales manager 
for Farrel-Birmingham, Inc., An- 
sonia, Conn., with offices in the 


Chrysler building, New York. 


TO SEE THE HOUSTON OF TOMORROW -™ 


- - - LOOK AT HOUSTON TODAY: 
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ceo @ HOUSTON is the hub of the great new industrial empire on the 
Gulf Coast, where the basic materials for many new things of to- 
morrow’s world are already being produced in large quantities. 
Here, for instance, huge plants are turning out “raw” plastics 
from which almost limitless plastic articles can be made, from 
buttons and cigarette cases to window screens and instrument panels, 
perhaps even bodies for postwar automobiles. The world’s largest 
magnesium plant is producing from sea water the magnesium which 
will be used in household appliances as well as automobiles and 
airplanes. Tremendous synthetic rubber plants are producing ma- 
terials required for many rubber articles as well as tires. Immense 
oil refineries are producing the kind of motor fuels and lubricants 
that postwar automobiles will need. Then there are a huge tin 
smelter, a great blast furnace and steel mill, many chemical plants 


and other important industries, each of which will help produce new 
things for a greater postwar world. 

The coming of peace will accelerate the industrial expansion of 
the Houston area. Vital industries already here—and those to come 
—assure the continued rapid growth of Houston, already the South’s 
largest market. 


The Houston Market is sold 
when your story is told 
- «in The Chronicle 


R. W. McCARTHY 


National Advertising Manager 


THE HOUSTON 


~ CHRONICLE: 


THE BRANHAM COMPANY 
National Representatives 


Fret |n CIRCULATION and ADVERTISING for the 32nd CONSECUTIVE YEAR 


Food Men Study 
Meaning of Welch 
Lease to Co-op 


New York, July 26.—Announce- 
ment yesterday that Welch Grape 
Juice Company has leased its 
plants to National Grape Coopera- 
tive Association, Inc., has stirred 
more than usual interest in food 
and advertising circles. 

The reasons given for the un- 
usual move—shortages. of grapes 
and sugar and the effects of OPA 
price ceilings—left room for a 
good deal of speculation with ref- 
erence to the move and its possible 
effects on other privately-owned 
businesses whose raw _ products 
come from the farm. 

Under the new arrangement, 
Welch’s three plants will be leased 
to the co-op for 21 years with an 
option to renew for the same pe- 
riod, with rent fixed at 3% of the 
gross sales of all products proc- 
essed, packed and shipped. 


Exclusive Sales Agent 


Welch will act as exclusive sales 
agent for the entire output of the 
co-op, with powers of supervision 
of production and control of the 
nature and quantity of the prod- 
ucts sold, and will be reimbursed 


for all selling and advertising 
costs, plus a fee of 7% of gross 
sales. 

The operation is unique in 


American business history. In ef- 
fect, it seems to guarantee Welch 
an income of 10% of gross sales 
of the product, while relieving it 
of manufacturing, promotional and 
sales risks. 

Included in the deal is an ar- 
rangement whereby Welch will 
lease the Brockton, N. Y., plant 
of National Grape Corporation, 
controlled by J. M. Kaplan, larg- 
est single Welch stockholder, and 
in turn lease it to the co-op under 
the same terms applying to its 
own property. 

“Aided in large part by the ef- 
fects of OPA ceiling prices on 
purchases of fresh fruits by priv- 
ate processors, cooperative organ- 
izations enjoy significant advan- 
tages in the purchase of grapes 
and other fruit,” P. R. Welch, 
president of the company, told 
stockholders in a letter notifying 
them of a special ratification meet- 
ing to be held Aug. 20. 


LOWER TAXES URGED TO 
OFFSET CO-OP ADVANTAGE 
New York, July 27.—The best 
way to give relief to profit cor- 
porations, in their competition 
with tax-exempt cooperatives, 
would be to reduce the corpora- 
tion tax after the war, Fortune 
recommends in its August issue. 
The magazine says that 10,000 
farm cooperatives with four mil- 
\lion members did $5 billion worth 
|of business in the fiscal year 
| 1943- -44, in comparison with a $2 
| billion business and only two mil- 
lion members in 1920. Because | 


“certain farm cooperative associa- | 
tions have grown big enough to! 


cut into the business of private 
corporations, and their ‘savings,’ 
unlike the ‘profits’ of ordinary | 
business, are exempt from cor- 
poration income taxes,” Fortune 
believes corporations should re- 


ceive compensation in the 
of lower corporation taxes. 


Important in Marketing 


Cooperatives do almost 4% of 
all U. S. wholesale business, and 
1.5% of all retail, Fortune has 
found. They do one-sixth of all 
farm marketing and _ supplying; 
sell about one-third of all the 
dairy products in the U. S.; 90% 
of all the lemons, and almost 
100% of all walnuts and cran- 
berries. 

“Most responsible cooperators 


form | 


Dis 
(ioe ane 
Toe My 


Advertising Age, July 30, 1945 


do not think cooperatives shoulq 
ever have a majority of any busi- 


ness,” Fortune says, “and many 
of them think 15% or 20¢ 
enough.” It admits that “almogs 


all cooperatives are against ‘state 
control,’” and says that “‘it is pos- 
sible that political and economic 
clashes in the future may be be. 
tween cooperative member-owners 
and propertyless industrial work- 


ers rather than between compet- 
ing cooperatives and _  corpora- 
tions.” 


Pendray Starts 
Counsel Service 
to Management 


New York, July 26.—G. Edward 
Pendray, assistant to the president 
of Westinghouse Electric Corpora- 
tion in charge of public relations 
and institutional advertising, on 
Aug. 1 will open his own Office 
here at 55 W. 42nd St. as “coun- 
selor in management.” 

Mr. Pendray, whose advisory 
services Westinghouse will retain 
after his resignation, plans 
serve his clients on a continuing 
basis, giving them assistance on 
all types of problems, such as em- 
ploye or stockholder relations, ad- 
vertising and the like. 

With Westinghouse since 1933, 
Mr. Pendray has been supervising 
the company’s institutional adver- 
tising in all media, as well as pub- 
licity, engineering and educational 
relations. He is also well know 
for his interest in and articl 
about rockets and jet propulsior 


Sealed Power Names 
LeFevre Ad Manager 


Charles H. LeFevre, assistant 
advertising manager of Sealed 
Power Corporation, Muskegon 


Mich., since 
1943, has been 
appointed ad- 
vertising man- 
ager. He will 
handle devel- 
opment and 
placing of trade 
and national 
advertising for 
all divisions of 
the company. 
Mr. LeFevre 
joined the ad- 
vertising and 


Charles LeFevre 
sales promotion department of the 


company in 1935. He was re- 
cently elected secretary of the 
Automotive Advertisers Council. 


Cafemelo Returns 

G. Washington Coffee Refining 
Company, Morris Plains, N. J., di- 
vision of American Home Foods 
is launching the first of two 600- 
line ads in Buffalo and in nine 
New England newspapers to an- 
nounce the return of Cafemelo 
Agency is Ruthrauff & Ryan. 


ed i 
GREENWICH 
CONN. (Pop. 34,000) 


LEADS 


Per Capita 
APPAREL SALES 


112% Greater 


Than the U. S. Average 


Source: 1939 Census 
No War Time spending here either 
These figures hold for War an 
Peace, Prosperity and Depressio 
Greenwich is a permanent market 
This “A” Market Deserves 
an “A” Schedule 


Greenwich Time 


AN A. B. Cc. NEWSPAPER 
Often called: “The Best Suburb r 


Daily Newspaper in America.” 
Nationally Re ‘presented By: 
SMALL, BRE WER & KENT, IN‘ 
250 Park Ave., New York 

Phone Wickersham 2-8383 
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Twist ‘em and turn ‘em 
any way you want—these words: 
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r —still mean (200,000 GUARANTEE 


. Each Monday when the issue 


; cones it is routed to the remain-— The U nited State Ss N ews The Direct Route to 
, ing few of our executives who 
are not individual subscribers those who O. K. both 
It gives us the clearest sg ami x 
. i seeieieheied of the goings on The phrase is original with The United States News and has appeared corporate and family buying 
in Washington of any publication for several years on its cover. The United States News is the only ‘ 
‘ we read." magazine (out of 19,561) devoted 100% to reporting, spot-analyzing 


" and forecasting the news of national affairs yo 
". E, Whipp, President Vice President in Charge of Advertising 


( THE MONARCH MACHINE TOOL Co. 30 Rockefeller Plaza, New York 20, N.Y. 


which will be the news of Business for generations to come. 


L000 OOO men & women Consumers 
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Ford Radio to 
K&E; All Other 
Stays with JWT 


Detroit, July 25.—Status of the 
Ford Motor Company account, 
part of which has been assigned 
to Kenyon & Eckhardt (AA, July 
23) was cleared up yesterday by 
an announcement from Ford. 

K&E will handle the “Ford Sun- 


SELLING NEW HAVEN'S 
WAR WORKERS — 


The Journal-Courier goes into war plants 
by the thousands daily — each copy read 
by many, and passed on from shift to 
shift — each copy working 24 hours daily 
to bring you coverage of today's best- 
spending customers . . . 100,000 readers 
daily! 


* * THE * x 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


day Evening Hour” returning to | 
the ABC network from 8 to 9 
p. m. Sunday, beginning Sept. 30. 
The Ford Symphony Orchestra 
will continue to be featured. 

All other Ford advertising will 
continue to be directed by 
J. Walter Thompson Company, 
which has had the account since 
January, 1944, according to Henry 
Ford II. 


Cartunes to Produce 
Film for Power Firms 


Ashton B. Collins, New York 
agency, has contracted with the 
Walter Lantz Cartunes Company, 
Hollywood, to produce educational 
pictures for 300 light and power 
companies. The animated car- 
toons will trace the history of 
electricity from its discovery in 
amber by the Greek scientist, 
Thales, in 600 B.C., to the de- 
velopment of the electric light by 
Thomas Edison. 

Mr. Lantz, producer of “Woody 
Woodpecker” and “Andy Panda,” 
will animate “Reddy Kilowatt” 


especially for the 1,000-foot Tech- 


men, and others. 


—all World War II vets are 


Help a Fellow Get a Job! 


ADVERTISING AGE’S Job Hunter has more than a hundred 
jobs open for admen, artists, space salesmen, production 


If you know a World War II veteran who wants a job in 
advertising, publishing, radio or related fields, tell him to 
write Job Hunter, Apvertisinc AcE, 100 E. Ohio St., Chi- 
cago 11, for a FREE job application form. Novice or vet- 
eran—Easterners, Westerners, Southerners—men or women 


And if you’re looking for a good man for your own shop, 
tell Job Hunter what you want and she'll rush suitable 
veterans’ applications to you by return mail. 


eligible for this free service. 


nicolor film. He is planning to 
enlarge his studio and staff at 
Universal City, Cal., to allow in- 
stallation of additional facilities 
for increased production of ani- 
mated and “live action’ educa- 
tional pictures. 


Ancell Joins Evans Fur 
Clyde J. Ancell, for the past 13 

years associated with Sears, Roe- 

buck & Co., Chicago, has been ap- 


pointed advertising manager of 
Evans Fur Company, Chicago, 
and its associated interests. 


Names Ralph Harris 

Godefrey Le Gros, Paris, manu- 
facturers’ agent _ representing 
American firms in France, has ap- 
pointed Ralph Harris, New York, 
as advertising counsel and promo- 
tion representative. Newspapers 
are being used. 
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& Planned ond written 


rtment heo 
fives; depen tne manufacturing sector of 


consultants in 


highest percentage of 
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omponent parts 


i, 
4x ZIFF-DAVIS PUBLISHING COMPANY newy 


Popular Photography « 


Radio News e 


It’s easy to get thousands of subscribers for a 
cheesecake album—but it’s an uphill job singling 
out engineers and high executives—exclusively — 
in a single industry—and commanding their in- 
terest to the point where they pay cash for a year’s 
subscription. That was Industrial Aviation’s job 
among the titled personnel of aviation manufac- 
turers ... It is invaluable specialized circulation 
to those whose future depends on aviation. 

You would have agreed with us a year ago that 
Industrial Aviation would do well to get 10,000 
in a year—or two. But that objective has been 
reached and passed in less than 12 months. 

This can’t mean anything else than high reader 
interest—which is the golden key to advertis- 


ing value. 


Radio Electronic Engineering 


185 N. Wabash Ave., Chicago 1, Illinois 
ork * Washington * Los Angeles « London « Toronto 


e Industrial Aviation 


Advertising Age, July 30, 1945 


Aubrey Williams 
Buys Control of 
‘Southern Farme;' 


Montgomery, Ala., July 25 
With the financial backing 
Marshall Field, publisher of + 
Chicago Sun, and James P. W: 
burg Jr., New York financicy. 
Aubrey Williams, onetime direc. 
tor of the National Youth Admin- 
istration, has purchased Southern 
Farmer, monthly tabloid-size farm 
magazine published here. 

Mr. Williams, who served in 
various other government posts 
during the Roosevelt administra- 
tion, assumed control of the pub- 
lication following its acquisition 
by Cross Country Reports, na- 
tional farm reporting agency, from 
William O. Baldwin and his pub- 
lishing associates. The news servy- 
ice was established in New York 
by the Sun publisher and Mr. 
Warburg. 

In Chicago, Mr. Field said the 
new acquisition “is our first ven- 
ture” in the farm field and that 
“we don’t know how far we will 
go.” He also was quoted as say- 
ing that Mr. Williams, the new 
editor and publisher of Southern 
Farmer, plans to improve the 
format of the publication and 
eliminate certain “objectionable” 
advertisements, 

Mr. Williams, in an announce- 
ment to appear in the August is- 
sue of Southern Farmer, claims 
one of the largest circulations 
among farm publications in the 
South, and pledges that “its in- 
fluence will be devoted to the wel- 
fare of all farm families.” 

Mr. Williams, a native of Ala- 
bama, served as organization di- 
rector of the National Farmers 
Union following his service as 
NYA director. 


Sedgewick Joins CFRB 

Harry Sedgewick has resigned as 
director of the New York office of 
the Canadian Wartime Informa- 
tion Board to resume his duties as 
president of CFRB, Toronto. He 
is also chairman of the board of 
the Canadian Association of 
Broadcasters. 
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Are you 
looking for 
Profit Markets’ 


There are 25 Profit Mar- 
kets in Indiana that you 
can and should begin cu!- 
tivating now. 


They are the important 
Indiana markets outside 
of the metropolitan cities. 


How can they be cult:- 
vated? By your advertis: 
ing in the columns of 
the newspapers compris: 
ing the 

INDIANA LEAGUE 


of 
HOME DAILIES 


For information phone or write 
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Most business men these days burn double-end 
candles trying to figure out where they go from here 
when the Men of MacArthur mop up the Ginza and 
Hiro starts whining ‘‘Uncle.”’ 

Uncle knows. His next job, not too far ahead we 
hope, lies in winning a peace . . . a peace where 
plenty replaces paucity, where stores sell rather than 
stall, where people buy instead of behold, where 
ledgers run black in lieu of red, where every day is 
Saturday with the buy-and-sell brigade. 

For business, too, wants to win a “‘piece’’—a piece 
of the prosperity that comes with a two-time winner. 
Business wants more merchandise to sell, more 
customers to buy it, many more uses of established 
merchandise, more needs for new merchandise . . . 
more of the same, much of the new, and people 
enough with money enough to make the going 
plenty productive—and profitable. 

Business will share in postwar prosperity to the 
extent it plans a postwar procedure. Business won't 
blossom unless seeds are planted, and wishing won't 


take the place of sowing. 


To get beyond the wishing stage, postwar planning 
needs the power of newspaper advertising to give it 
cohesion and push—particularly push. Advertising 
that means much to many, sparking the kind of 
push that turns desire into decision, decision into 
deeds, deeds into dollars . . . reaching enough 
people to make the effort pay off. 

Like the family readership of The Chicago Sun — 
made up of the alert people of Chicago who set the 
buying standards that the rest of the community 
eventually follows. . . . So, if you're thinking now 
about the Day of Days when peace finally comes, a 
thought or two in The Sun’s direction might pace 
your thinking into profitable channels. Let it be our 


privilege to show you how. 


THE CHICAGO S 


Postwar pining...or planning? 
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400 West Madison Street, Chicago 6, Illinois 


250 Park Avenue, New York 17, N 


National Representatives: THE BRANHAM COMPANY 


CHICAGO: 360 North Michigan Avenue*+ NEW YORK: 230 Park Avenue 


\slanta « Charlotte « Dallas « Detroit » Kansas City » Los Angeles « Memphis « St. Louts + San Franctso 
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Are We Ready for Peace? 


If the Japanese war should 
terminate suddenly and in the 
near future, we should be poorly 
prepared for it. Every American 
hopes that peace will come soon, 
for no one desires to solve our 
economic problems at the expense 
of one American life. Yet it is a 
fact that our transition and recon- 
version plans seem to be moving 
along so slowly as to indicate a 
time-table calling for another year 
or two of war in the Pacific. 

The sledge hammer blows which 
have been directed at the Japan- 
ese homeland suggest that the 
enemy may decide soon that he 
has had all that he can take and 
is ready to make peace on our 
terms. We are prepared to go on 
as long as necessary, even though 
this should involve an invasion of 
Japan and a final show-down in 
China or Manchuria. But suppose 
this should not be necessary? Are 
we prepared for the situation with 
which we should then be con- 
fronted? 

WPB, which last year made big 
plans for reconversion, but which | 
shelved the entire program as the 
result of the last-gasp German|tracts thus far announced, but if 
offensive in December, is now! war ends, they will come in a flood 
pushing hard for action on all| which may upset the entire econ- 
fronts. One of the big hurdles, as|omy if we are not prepared for 
everybody knows, is the OPA,| that eventuality. 


Rent Controls Affect Building 


The building industry is one of|ing investment to a point which | 
those of which great things are|does not justify new construction 
expected postwar. The demand for| would make it uneconomic to} 
residential housing alone will cre-| build on a large scale. Some 
ate tremendous activity in all clas- building will have to be done, but 
sifications of the building market, | the brakes would be put on an| 
from manufacturers to distribu-|expanding industry unless rents | 
tors, contractors and the support-/| were permitted to assume a log- 
ing factors. When it is possible | ical relationship to building and 
to relax restrictions on building,| maintenance costs. 
and permit demand to become ef- We know of no governmental 
fective, this one field which | authority who has suggested that 
should be able to absorb millions} rent controls be continued indefi- 
of workers and contribute a great| nitely, but the building industry 
deal to national prosperity. rightly or wrongly fears that this 


whose price policies have made 
rapid progress difficult. OPA is 
now liberalizing some of its regu- 
lations regarding pricing goods in- 
troduced to civilian markets, but 
a greater relaxation is needed if 
we are to make rapid progress 
on the whole reconversion front. 


Difficulties in the way of obtain- 
ing materials, equipment and 
manpower likewise are very much 
in evidence, and it will be neces- 
sary for Washington to speed up 
its program if fatal delays are. not 
to be encountered. Greater speed 
in releasing surplus war materials | 
would be a big help, and perhaps 
the proposed reorganization of 
these agencies may channel needed 
goods quickly to the industries 
which are handicapped for lack 
of them. 

It is true that our military pro- 
gram must be predicated on a long 
war, but it is equally true that 
our civilian agencies should take 
into account the possibility of an 
early termination of the conflict. 
We have staved off large unem- 
ployment as the result of the rela- | 
tively light cutbacks in war con- 


is 


When should rent controls be/is a possibility. The subject has 
eliminated? It is agreed that they | political connotations, unfortu- 
have been necessary during the/| nately, and it is possible that pres- 


freeze 
Such a 


sure might be exerted to 
rents on a wartime basis. 


war period, and that they will be 


needed as long as there is such a 


great disparity between the sup-| policy would be disastrous to the 
ply of housing and the demand.| building field, and in the long run 
3ut building economists agree|to the whole country, by paralyz- 


ing activity in an industry which 
should of the brightest 
spots In our postwar economy. 


that the long-term view depends 
in large measure on what happens 
Limiting return on build- 


be one 


to rents 


ee 


Getting Them Upstairs 

Having discovered that 53% of 
its first-time visitors do not ven- 
ture above the street floor, 
Gump’s, internationally known 
gift and art store of San Fran- 
cisco, is attempting to solve the 
problem with the aid of an at- 
tractively printed folder, ‘Inside 
Gump’s,” which contains pictures 


and a detailed map of all three| 


floors and the mezzanine of the 
store. 

The booklet, says Knollin Ad- 
vertising Agency, which designed 
and produced it, serves a triple 
purpose: Store directory; photo- 
graphic sampling of merchandise 
together with institutional copy, 
and a self-contained mailing piece 
which visitors are quick to send to 
friends all over the country. 


Publisher's Report 

‘“Macfadden Publications To- 
day,” a little booklet which was 
prepared for the company’s stock- 
holders and is also being sent to 
advertisers and agencies, is in 
many ways an interesting docu- 
ment. It is a grass roots discus- 


| sion of the publishing business and 


an easily understandable discus- 
sion of what Macfadden does and 
how it does it. In addition, it 
contains a lot of facts and figures 
of interest to the entire advertis- 
ing field. 

It reports, for example, that 
total circulation revenue from its 


eight magazines during 1944 was) 


$5,440,000, while total advertising 
revenue was $6,288,000. Average 
monthly circulation of the eight 
magazines was in excess of 5,300,- 
000, with an additional potential 
of at least 1,500,000 if paper were 
available. 

A breakdown of circulation and 
advertising revenue is given for 


Story—which accounted for a big 
hunk of the company’s business 
with circulation revenue of $1,- 
830,000 and advertising revenue 
of $3,830,000. 

Combined circulation and ad- 
vertising revenue on True Ro- 
mances was $1,388,000; True Ex- 
periences, $810,000; True Love and 


|only one of the magazines—True | 


Romance, $460,000; Photoplay, $1,- | 


950,000; Radio Romances, $410,- 
000; True Detective, 
Master Detective, $260,000. 

Bart House, Macfadden division 
devoted to publishing pocket-size 
books, turned out 10 titles in 1944, 
restricted to a total printing of 
1,000,000 copies, and brought in 
gross revenue of $150,000. 

The company published Ger- 
man, Swedish and French editions 
of True Story before the war, and 
also published counterparts of its 
magazines in Norway, Denmark 
and Holland; it expects to move 
back into these fields. 

The report also lists 38 leading 
advertisers in Macfadden 


| eral 
$790,000; | 


maga- | 
| zines for 1944, topped by Procter! them. . . 


—Arthur Murray 


soaring tae 


& Gamble, with an expenditure 
of $367,000. 


Gagging the Press 

The public relations officer of 
the Chinese Combat Command 
has sent us a copy of the Chung- 
king edition of the Shanghai Eve- 
ning Post, printed under obvious 
difficulties on dark rice paper or 
a reasonable facsimile’ thereof. 
Everything in the issue is inter- 
esting, but the most interesting is 
the announcement that the paper 
is suspending publication due to 
censorship difficulties. 

The paper was originally started 
in Shanghai 15 years ago, but was 
suspended under Japanese com- 
pulsion Dec. 6, 1941. In 1943 the 
publishers, Cornelius V._ Starr, 
Randall Gould and Charles S. 
Miner, started a weekly American 
edition in New York, and late that 
year began the Chungking edition. 
The American edition is continu- 
ing, but: 


an American newspaper in the 
Post’s tradition has become clearly 
impossible in China under war- 


time censorship restrictions which | 


go far beyond considerations of 
military security. Therefore, we 
are suspending until victory has 
been won, when we expect to 
resume daily publication in Shang- 
hai.” 


Jottings 

The Institute of Transit Adver- 
tising says Buffalo housewives 
spend $2 a week more per family 
for home grocery purchases than 


'do Cincinnati housewives, but the 


Cincinnati families spend $1.50 
more per week than the Buffalo 
families for meals eaten out. Av- 
erage weekly expenditures for 


families in both cities for about | 


20 items included in the 
study 

Latest toiletry-for-men news is 
introduction by The House for 
Men, Inc., Chicago, of His after- 
electric-shave lotion, with a lot of 
ingredients that differ from those 
in the company’s standard after- 
shave preparation. Earl B. Shields 
Advertising, Chicago, is handling 
promotion. . . 

Everyone who attends the “Gen- 
Electric House Party” on 
CBS every afternoon gets a gov- 
ernment postcard imprinted with 
“sreetings from Hollywood” and 
a spiel about the G-E party and 
what fun it was to be there. 


are 


There’s an admonition to tune in| 


and room for a signature... 

The Minneapolis Tribune re- 
ports that 42% of the state’s farm- 
ers don’t read books, 31% of the 
town dwellers, and 20% of the 
city residents. The book readers 
like fiction best, and apparently 
they Hke borrowing their books 
from friends, because 33% re- 
ported they got them that way, 
while only 25% said they bought 


“We have now come to} 
the conclusion that publication of | 


ae 
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The following documents 
be secured without charge 


companies sponsoring them, 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on hj 
business letterhead. 


No. 2533. The Importance of Fam, 


ily Circle Magazine to |; 
Readers. 
This report, containing ney 


data on the income and age dis. 
tribution of women shoppers pa, 
tronizing two large grocery chain; 
is part one—‘‘Analysis of Marke 
Coverage and Editorial Interest’ 
—issued by Family Circle Maga 
zine. The material, based on per 
sonal home interviews with cus 
tomers of the stores which cir 
culate the magazine, is presented 
in tables and charts, with a com 
plete description of the surve; 
method. 


No. 2534. Distribution of Circu 
lation of La Patrie. 

La Patrie, Montreal, has issued 
this distribution report, which in! 
cludes a 10-year analysis of the 
paper’s weekend circulation; 
breakdown by province, county 
and centers of various sizes 
population, and a list of national 
advertisers using La Patrie. 


No. 2526. The First Fifteen Ar 
Different in Worcester. 

Station WTAG, Worcester, Mass 
has issued this pamphlet, whic 
shows the local rating of network 
programs compared with their na- 
tional rating. The top 30 night- 
time network shows are listed, and 
figures show how Worcester sta- 
tions compare in over-all night- 
time Hooper figures. 


No. 2527. The Kind of Retail 
Grocery Advertisements Home- 
makers Prefer in Washtngton, 
DB; 3G. 

In this brochure, the Washing- 
ton Times-Herald reports a survey 
of a representative cross-section of 
Washington housewives, which in- 
dicates an overwhelming prefer- 
‘ence for light, clean ads as op- 
posed to bold “attention-getters” 
‘and black tones and panels. Ex- 
‘amples of both are shown, along 
with comments of housewives and 
/merchants on readership and im- 
proved appearance of ads. 


|No. 2517. This Is Fort Smith. 

This new market folder, issued 
‘by the Southwest American, Fort 
|\Smith Times Record and South- 
‘west Times Record, Fort Smith, 
|Ark., introduces Bill Dilly, who 
describes himself as “kind of 4 
‘happy medium of most of the folks 
‘around these parts.” Bill tells the 
market story in his own words, 
‘and the text is interspersed with 
|photographs, and statistics on the 


people, industries, resources, post 

war outlook and so on. 

|No. 2519. Who Advertises W/iat’ 
28 


| The Iron Age has issued thi 
|page booklet, which provid: 
| page-by-page, product-by-pro. uct 
analysis of the 8,571 pages of aa 
vertising carried by the pub 
‘tion in 1944, representing 

'than 1,000 different advertise 


|'No. 2528. P.O.P. Marks the © 20! 
Where Sales Are Made. 
Point - of - purchase adverti: "& 
|and particularly its benefits t 
manufacturer’s and_ distrib 
| salesman, is discussed in this | 
‘let, issued by the research 
sion of Arvey Corporation. +! 
includes an account of sev *® 
tests demonstrating the powé 
display and covering such 1i' 
as nationally advertised 
brushes, dog food, safety r< 
and toilet soaps. 
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Dr. E. C. PORTER. That's the inscription on his doorplate. But he 


doesn't run his practice just on what he knows about medicine. 


n the ff Although among the first to use sulfa drugs and penicillin, he 
often finds the new Pulitzer Prize novel or a discourse on economics 
: a more effective form of therapy. He's typical of the well-rounded 
« {EE thinker who reads Newsweek regularly for its interpretive reporting 


- ff Of all the world's news. 


ot # If you have a new idea to promote — about a product or a service 
os — tell it first to Dr. Porter and others in this important top-of-the- 

market. They are not only more willing and able to accept new 
f things themselves; they represent the influence that creates country- 


- of § Wide buying trends. 
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FCC Taking a Long 
Look at Coverage 


of Radio Stations 


Clear Channel and 
FM Allocations Are 
Studied Intensively 


Washington, July 25.—With the 
mechanical assignment of channels 
for postwar radio services vir- 
tually completed, the FCC this 
week turns its attention to some 
of radio’s fundamental economic 
issues, particularly the question 
of whether the industry is pro- 
viding nationwide coverage. 

There have been some chal- 
lenging FCC statements on cover- 
age in recent years, with members 
taking the position that sizable 
rural areas are without daytime 
coverage, or even with no cover- 
age at all. 

As a result, FCC last week 
scheduled hearings on the use 
that the big 50,000-watt stations 
are making of the clear channels, 
supposedly assigned to insure 
service for the rural areas. 

Loaded with political dynamite, 
and distasteful to powerful seg- 


ments of the broadcasting indus- | 
hearings | 


try, the clear channel 
were subsequently postponed until 
Sept. 5, so that four special tech- 
nical committees of government 
and industry people could develop 
facts for discussion. 


Special Safeguards for FM 


Meanwhile FCC has come face to 
face with the coverage issue again 


in the forthcoming assignment of 


licenses for FM stations. Con- 


vinced as they are that FM is| 
essentially a local service, several 


8 Ni AR RRRRNRNERERRTE TINE. 
EMBARRASSING 
BEHIND THE SCENES ? 


N. Y. metropolitan afternoon 
dailies put up a good front— 
but behind the scenes in the 
Bronx, it's The Home News that 
gets manufacturers results. 
Only 192,530° copies of these 
papers reach this tremendous 
$348,870,000.00 market of 377.- 
843 families. The Bronx Home 
News (101.825 daily — 105,586 
Sunday?f), a family paper that is 
90% home delivered, will give 
your sales the stimulus they 
need in so fertile a territory. 
* Established by projection of N. ¥.C 
afternoon paper circulation based on 
pattern of morning paper circula- 


tion. Includes papers brought in 
from other boroughs. 


t A, B. C. Publishers Statement, Sept. 
30, 1944 


BRONX HOME NEWS 
Bronx 55, New York 
ge RI ca Or 


| 
| 


commission members are insisting 
on special safeguards to see that 
FM goes where it is needed, as 
well as where it is profitable. 

The FM hearings are getting 
under way here Monday with a 
number of interesting questions, 
including the $64 question—shall 
AM stations be permitted to have 
FM adjuncts?—at issue. 

On the bench for the FM hear- 
ings is a completely rebuilt com- 
mission, four of its seven mem- 
bers having been appointed within 
the past 18 months, and three 


} 


within the past year. petitive medium with AM, it may 

Two recent actions demonstrate | want to adopt rules prohibiting 
the temper of the FCC: First, the| an individual from owning or op- 
commission’s letter last spring to| erating both services in the same 
22 stations up for license renew- | community. 


als, asking an explanation for! FCC Moves Cautiously 


the heavy load of commercial | 

programs in their “log”; second,| For the present, FCC puts the 

a ruling this month blasting NAB| emphasis on careful distribution 

code provisions preventing sale of|of licenses, being content on the 

time to labor unions or others for | ownership and programming prob- 

discussion of controversial issues.|lems merely to extend virtually 
In approaching the FM licensing| the same rules it applies to the 

problem, the commission says that | present FM stations. 

eventually, when FM is a com- Under them, FCC requires that 
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the FM station devote a minim» 


of one hour during the day ang 
another hour during the night “t, 
programs not duplicated sim). 
taneously in the same area by »n, 
standard broadcast stations or ny 
FM stations.” ’ 

In addition, the rules sugge teg 
by the FCC extend the time »5p. 
tion provisions of the network 
monopoly rules, and the “duopoly” 
rule to FM—no more than 5ne 
station in the same service area 
may be owned or operated by the 
same person, and no _ individua) 


vata 1 0 gg 
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YOU CAN’T IGNORE THE OUTSIDE AUDIENCE 


on the Pacific Coast, ether! 


THE OUTSIDE MARKET represents 
approximately half of the eight billion 
two hundred forty million eight hundred 
eighty two thousand dollars in retail 


sales on the Pacific Coast. 


YOu CAN’T IGNORE a figure like that! And you 
can’t ignore the fact that Don Lee is the only net- 
work giving complete coverage of both prosperous 
markets—‘‘outside”’ and ‘‘inside’’—of California, 
Oregon, and Washington. 

How come? Most markets on the Pacific Coast 
are surrounded by mountains 5,000 to 15,000 feet 
high—and the long-range broadcasting of other 
networks doesn’t reach them. Don Lee is different! 
With 39 stations (compared to the 7, 12 and 8 sta- 


tions of the other three networks), Don Lee has a 


The Nations Greatest Regional Networ 


ORO CNN RNR RR RAO Sr et nee 


station strategically located within every one of 
these mountain-surrounded markets. 

To learn how the ‘‘outside”’ half listens, take a 
look at the special C. E. Hooper coincidental tele- 
phone survey of 276,019 calls (largest ever made 
on the Pacific Coast). This survey showed 60%, 
to 100% of the listeners in the ‘outside’ market 
tuned to Don Lee stations. 

As for “‘inside’’ market listening: Regular C.E. 
Hooper reports reveal all of the shows that have 
switched from any of the other 3 networks to Don 
Lee during the past year received higher Hooper 
ratings within 13 weeks! 

Make sure you include the ‘‘outside audience’ 
in your coverage. Buy Don Lee, the only network 
that covers the Pacific Coast completely, inside and 
out...the only network that has more than g out 
of every 10 radio families living within 25 miles 


of one of its stations! 
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may 
ry 


tl 


control more than six sta- 


wn 


rhe FM and the clear channel 
irings have at least this much 
common: In both cases, rules 


under consideration are intended 


ui 


t] 


insure more coverage for the 
untry as a whole, possibly at 
e expense of existing stations, 
proposed stations. 


Three Types of Stations 


For a nationwide FM service, 
e commission is considering 
ree types of stations: “The com- 


munity station” covering small 
cities, or the residential areas of 
metropolitan communities; ‘the 
metropolitan station” reaching the 
entire metropolitan area, and 
nearby rural territory; and “the 
rural station” engineered to di- 
rect its signal to areas with popu- 
lation density of less than 150 
per square mile, or to incorpo- 
rated towns or cities of 2,500 to 
5,000 that have no FM service. 
Particularly significant are the 
rules which will bind “the metro- 
| politan stations.” The area that 


one of these stations is to cover 
will be worked out on the basis 
of population distribution, eco- 
nomics, “trading areas” (as de- 
fined by J. Walter Thompson, 
Hearst Magazines, Rand McNally 
and Hagstrom Map) and other 
pertinent factors, FCC promises. 


All Must Conform 


Once the service area is deter- 
mined for one licensee in the 
metropolitan community, all other 
licensees will be expected to cover 
the same service area, FCC said. 


If, at the suggestion of a licensee, 
the area is subsequently changed, 
all licensees will have to adjust 
their service accordingly. 

On proper application, FCC con- | 


tinued, a metropolitan station 
may obtain special permission 
to cover an “extended” service | 


area, predominately rural in char- | 


acter. In those instances, its com- | 
petitors will not be required to} 
serve the “extended” area, FCC | 
said, but they will be required to | 
serve the entire area if they de-| 
sire to serve any part of it. 


pecccctmgenas 


* 


Half the retail sales on the Pacific Coast are 
made OUTSIDE of the counties in which Los 
Angeles, San Francisco, San Diego, Oakland, 
Portland, Seattle and Spokane are located. 


THOMAS 8. LEE, President 


seesgeeammmnamanenegcene ceceetenaatinte 


LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mgr. 
SYDNEY GAYNOR, General Sales Manager 
5515 MELROSE AVE., HOLLYWOOD 38, CAL. 


Represented Nationally by John Blair & Company 
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“Rural stations” will be permitted 
to overlap one metropolitan area. 


Committees at Work 


The “clear channel” controversy 
burst this spring after an ardent 
campaign by Commissioner Clif- 
ford J. Durr, who pointed ott 
that large areas, containing per- 
haps 10% of the population, had 
poor radio coverage. 

A popular issue with Congress- 
men from the less densely popu- 
lated areas, and particularly with 
Senator Burton K. Wheeler, chair- 
man of the Senate interstate com- 
merce committee, the clear channel 
sessions are to take up the ques- 
tion whether the licenses ought to 
be redistributed to provide better 
coverage, or whether the clear 
channels should be broken down. 

Three of the technical commit- 
tees preparing for the Sept. 5 
hearings have been occupied with 
the question of determining “a 
proper signal,” “objectionable in- 
terference,” and the distances to 
which and the service area over 
which various signal strengths are 
delivered. 

A fourth committee, consisting 
of commission personnel and other 
interested people, including indus- 
trial and rural leaders, has been 
conducting a listener survey, using 
the facilities of the Census Bu- 
reau, and the public opinion poll- 
ing mechanism of the Department 
of Agriculture. 

While the decisions of the first 
three committees are to be avail- 
able before the hearings, the re- 
sults of the survey will probably 
not be released until the hearings 
open. One commission § spokes- 
man explained there is some fear 
that stations would use the re- 
sults of the coverage study as 
sales arguments. 


Wittmer Appointed 


Russell J. Wittmer has been ap- 
pointed Philadelphia district sales 
manager for National Malleable & 
Steel Castings Company. 


D. O. JENNINGS*, Plant 
Engineer, Container Corp. 
of America, Chicago 


“My idea of the sweetest pump story a 
manufacturer can tell is one that outlines 
an everyday plant operating or mainte- 
nance problem—then explains how his 
pump can help solve it. 


“Right now, for example, I'd like to 
know: 1. How to make a high-head 
low hp. pump handle paper mill white 
water; 2. What is considered the best 
bearing material for a small high-speed 
white water pump; 3. How to work out 
a condensate return arrangement that 
won't require tempering by injection; 


| 4. How soon improved liners, impellers, 
| packing and other pump equipment will 


be available.” 


*Mr. Jennings is one of the 20,414 
consequential engineers and execu- 
tives who get their operating and 
buying data from 
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Miss Newspapers 
Despite Air News, 
Fact Finders Find 


New York, July 25.— Although 
the newspaper strike forced many 
New Yorkers to listen to the radio 
for news, the longer the strike 
lasted, the more convinced they 
became that there is no adequate 


STUDIOS e 
1014 LOCUST STREET 
SAINT LOUIS, MISSOURI 


substitute for 


their newspapers. | 


| This conclusion was reached by | 


| 


| 


Fact Finders Associates after two | 


surveys conducted during the} 


strike. 

The surveys were made from | 
July 3 to 5, near the beginning of 
the strike, and on July 11 and 12. | 
The strike began June 30 and 
ended July 17. The Bureau of 
Advertising, American Newspaper | 
Publishers Association, sponsored 
the poll. The first study com- 
prised 516 interviews and the sec- 
ond 501 interviews. 


Asked if Radio Adequate 


Major question asked was: 
“You’re probably getting most of 
your news now from the radio. 
Is radio completely fulfilling your 
need for news?” 


In the first survey, 76.6% said 


no and 23.4% said yes. 
later, readers apparently felt the 


deprivation more because in the | men’s 


A week | 


Appoint Schacter, Fain 
Ascarf Company, maker of 
and women’s neckweéar, 


second query 89.2% said no and| and Lovely Novelties, Inc., manu- 


10.8% said yes. 


period was 82.8% no, 17.2% 


Majority Miss Advertising 

Advertising was missed _ by 
79.1% of the women in the first 
survey and by 76.1% of the wom- 
en in the second. Only 56.2% of 
the men missed advertising in the 
first poll, but 60.1% felt the lack 
in the second. 

In the second survey, in answer 
to the question, “Now that you 
have gone without your regular 
newspapers for 10 or more days, 
do you miss them?”’, 58.7% missed 
them more than at the beginning, 
29.1% felt no change and 12.2% 
missed their newspapers less. 


Average for the|facturer of 
cases 
|}named Schacter, 


yes. | 


handbags, cosmetic 
change purses, have 
Fain & Lent, 
New York agency, to handle their 
accounts. 


and 


Sales Heads Appointed 

Canadian Industries Ltd., Mon- 
treal, has appointed H. W. Huber 
as Ontario industrial sales super- 
visor and Lt. Comdr. H. C. Camp- 
bell as supervisor of Ontario retail 
sales. 


Wilson Joins Grant 

John Wilson, formerly produc- 
tion manager of McCann-Erickson, 
New York, has joined the radio 
department of Grant Advertising, 
New York. 


a continuing series of ob- 
servations from the office 
of theBusiness Manager... 


a iam la danas 


Remember the Newspaper Delivery Strike? Although it’s at now, certain 


things still stand out in our minds about what people said and did . . . how The 


Times continued to get the news to its readers, 


The strike started without advance notice in the early part of Saturday, 
June 30. In spite of that, on Sunday, 42,500 people came to The Times 
Main Office and bought copies from improvised newsstands hastily set up in 
the truck entrances. 

The day by day record of over-the-counter sales steadily rose until the final day 
of the strike, July 16, when it hit 165,000. People traveled in from New Jersey, 
Long Island, Westchester County and Connecticut to be sold copies by employees 
of The Times from executives on down. 


A quick survey of these standing in line for their copies provided thousands 
of enthusiastic comments for every section of The Times from News of 
Food to financial and business news, from war news to editorials. 


13,675 telephone inquiries kept our operators in a frenzy and the Information 
Bureau answered questions of every description including what was advertised 
in the current day’s paper. 

Department stores postponed inventory and special sales. Mail and phone 
sales dropped. Customer traffic and unit sales decreased. Maurice Bergman, 
Advertising and Publicity Director of Universal Pictures, speaking for the 
entertainment business, said “The strike has unmistakably demonstrated 
the necessity of newspaper advertising.” 


To keep the public informed, The New York Times own Radio Station, WQXR, 
broadcast fifteen-minute summaries of the news at 7:30 A.M., 8:30 A.M. and 
9:30 A.M. The regular WMCA three-minute news bulletins were increased to 
five minutes and continued ‘‘every hour on the hour.” A series of suburban news- 
paper ads told stations and hours on which these broadcasts could be heard and 
that copies of The Times were on sale at the Main Office. 


The New Work Gimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 


Advertising Age, July 30, 194; 


Named Head of 
Griswold Agency 


Cleveland, July 24.—Kennei} 
W. Akers, for the past five years 
executive vice-president and cre- 
ative director of the Griswold- 
|Eshleman Company, has _ been 
|elected president of the agency, 


C. L. Eshleman 


Kenneth W. Akers 


according to an announcement by 
the board of directors. 

He succeeds C. L. Eshleman, 

one of the founders and president 
since 1932, who becomes chair- 
man of the board. Other officers, 
all reelected, are: S. A. Lewis 
and C. J. Farran, vice-presidents, 
and J. F. Davis, secretary and 
treasurer. 
Mr. Akers first joined the agency 
as creative director in 1934 fol- 
lowing 13 years in agency cre- 
ative work, and was at one time 
assistant advertising manager of 
National Refining Company, Cleve- 
land. He is a member of the Na- 
tional Industrial Advertisers As- 
sociation, and has been a member 
of the board of governors of the 
Cleveland chapter of the Four A’s 
for the past two years. 


Leestma Named Head 
of New Kolbe Office 


James G. Leestma, recently dis- 
charged from the Seabees after 
active service in the Pacific, has 
been appointed western manager 
of the newly-opened Chicago of- 
fice of Kolbe Publications, Inc., 
New York. He will be in charge 
of the midwestern territory for 
Radio Television Journal and 
Electric Appliance Journal. 

The new Chicago offices are 
located at 20 E. Jackson Blvd. 
Telephone, Harrison 6360. 


Agency Member to CAB 


A. K. Spencer, with the radio 
department of J. Walter Thomp- 
son Company, has been elected as 
the fourth agency member of the 
Cooperative Analysis of Broad- 
casting board of governers. 


Ros Angeles 


FOR WESTERN 
DISTRIBUTION 


Just fly us the copy, layouts, mats 
or plates. Save time and money 
by having newspaper circulars, 
advertising material, publica- 
tions, western editions produced 
in the West on modern, fast ro- 
tary presses .. . black, color or 


process colors on newsprint. 
Write for samples and prices. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


Kenneth W. Akers A 
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: | How he turned horse-radish into gold... 


6¢\\/HAT’S jin those green bottles?” the 

young man wanted to know. “‘Horse- 
radish,” the Pittsburgh storekeeper an- 
swered. ‘‘Why the green bottles?” the young 
man went on. “‘Horse-radish is always adul- 
terated,’”’ the storekeeper said; “‘the green 
glass hides the adulterants.”’ 


Young Henry J. Heinz started thinking. 
If horse-radish was pure, it wouldn’t have to 
hide. Why not make pure horse-radish? Why 
not sell it in clear glass bottles? The idea 
looked good to him. 


In a little vacated brick house near his 
home, Henry Heinz and three helpers started 
grating and bottling pure horse-radish, the 
best they could make. Henry sold it from 
door to door, back there in 1869. People 
liked it because it was better. Sales grew and 
kept on growing. 


That’s how a great business was born. The 
idea that turned into ‘57 Varieties’’ had its 
beginnings right there. 


Before long, Heinz was “putting up” 
many more quality food products. And he 
was advertising them widely by name. Heinz 
brand advertising appeared everywhere. You 
saw it on New York elevated trains, where 
dried beans rattled on Heinz car cards. It 
blinked from a huge sign on “The Great 
White Way,” where the Heinz sign in 1899 
was “the latest wonder of electricity.” 


Thousands of people wore Heinz “pickle 
pins.”” Magazines — newspapers — all the 
Heinz advertising emphasized quality and 
built up trust in the name, H. J. Heinz. 


Heinz products performed as they prom- 
ised. Today the 57 Varieties are known 
throughout the world. Brand advertising has 
made Heinz quality a buying guide every- 
where. Brand advertising—with the guar- 
antee it always gives—has compelled Heinz 
to keep up that quality, because people 
expect it and demand it. Brand advertising 
has brought about mass production which 
has helped cut costs. You could buy a can of 
soup for 25 cents in 1900; you can get a 
better can of the same nationally advertised 
soup for 10 cents now. 


Everybody benefits from brand advertis- 
ing. The average price of brand-advertised 
electric irons dropped from $6.00 to $2.95 in 
the fifteen years before this war. Toilet soap 
prices dived 60°%. Facial tissues dropped 
from 65 cents to 12!4 cents. The cost of 
vacuum cleaners decreased 19°;,, while brand 
advertising was increasing their sales 44°;. 


Without brand advertising, we wouldn’t 
need mass production. Without mass pro- 
duction we couldn’t get a great many of the 
good, dependable, familiar things— because 
we just couldn’t afford them. 


It happened to FRIGIDAIRE 


$750 in 1921 but $155 in 1941 


I! Frigidaire and the other electric refrigerators hadn’t brand-adver- 
tised their products, making thousands want them, and bringing about 
the huge economies of mass production, do you think the average price 
ill electric refrigerators could have dropped, by 1941, to approxi- 


tely 1/5 of their cost in 1921? 


FREE REPRINTS OF THESE STORIcS OF ‘WHY AMERICA’S GREAT” 


This series of newspaper and magazine advertisements is 
offered as a public service by Fawcett Publications, Inc., 
295 Madison Avenue, New York 17, N.Y. Write for free proofs 


FAWCETT PUBLICATIONS, INC. 


WORLD'S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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MacManus Group 
Realigned to Aid 


Future Expansion 


Detroit, July 24.— MacManus, 
John & Adams has completed “a 
broad organizational realignment 
to facilitate future expansion and 
to anticipate the postwar require- 
ments of clients,” it was an- 


nounced at the agency’s head- 
quarters here Saturday. 

W. A. P. John, president, be- 
comes chairman of the board, and 
James R. Adams, executive vice- 
president, becomes president and 
treasurer. 

Major Harvey G. Luce returns 
to the agency as executive vice- 
president with wide authority 
over the creative and production 
departments. Major Luce, a mem- 
ber of MacManus, John & Adams 
since its inception, entered the 
Engineers Corps in November, 
1942, and before returning to ci- 
vilian life was attached to the 
Military Intelligence publications 
branch. 

John R. MacManus, vice-presi- 
dent, assumes additional duties of 
general manager, and Reginald 
Brewer, also a vice-president, has 
been named secretary. 

The creation of two new vice- 
presidencies was also announced 
by Mr. John. They go to Leo A. 
Hillebrand, who becomes vice- 
president and assistant treasurer, 
and to E. W. Froehlich, media di- 


rector. Both men are veterans 
in the organization. 

Major accounts served by the 
agency include the Cadillac and 


John 


Pontiac divisions of General Mo- 


Adams Luce 


tors Corporation, Dow Chemical 
Company, Bendix Aviation Cor- 
poration, Champion Spark Plug 
Company, Ferry-Morse Seed 
Company and Standard Accident 
Insurance Company. 


L. A. Agency Moves 


Houston Advertising - Service 
Company, Los Angeles, has 
moved to new offices at 1130 W. 
Olympic Blvd. New telephone 
number is Prospect 9654. 


Harwood Whisky Expands 
Magazine Schedule 


Duncan Harwood Company, 
Vancouver, distiller of Harwood’s 
Blended Canadian whisky, has 
announced an expanded advertis- 
ing schedule for 1945-46 featuring 
two-color ads in weekly United 
States magazines and four color 
ads in monthlies. 

A partial list includes American 
Mercury, Atlantic Monthly, For- 
tune, Gourmet, Harper’s Magazine, 
House & Garden, Liberty, News- 
week, Promenade, Social Spec- 
tator and United States News. 
Theodore A. Newhoff Advertising 
Agency, Baltimore, handles the 
account. 


Transitads Appoints 

Max L. Kiebel, national repre- 
sentative of National Transitads, 
Chicago, has been appointed na- 
tional sales manager, with head- 
quarters in Chicago. C. H. Sund- 
berg, organizer of the promotion 
department of the Chicago Sun, 
and with National Transitads for 
the past year and a half, has been 
appointed general promotion 
manager. 


The Journal’s MR. FIXIT 
ean and does? The 12% year old Portland, 


Oregon boy who scrawled his plea in red ink on crude 
notepaper is spending the summer on a friendly Oregon 
ranch. In the fall he'll return to the city a huskier and 
happier boy, thanks to Mr. Fixit of the Oregon Journal, 
whose daily column fairly vibrates and sometimes sings 
with the liveliness of its human contents. 

“Vr. Fixit” is Mrs. Lois P. Myers, whose white hair 
and inimitable flowered smock are the disarming 
camouflage of a hard-working Journal editor. An editor 
who distills a warm, pulsing column from a whopping 
mail bag of over a thousand !etters monthly! It’s timely, 
because it mirrors the changing tempo of world events 


seveeuuaeeansunnsunuueueauansensusunauseesusansanauaussnuuneueuunssnenessnansananansensuen | 


The Continuing Study of Newspaper Reading says 


of The Journal's "M 


r. Fixit’ column. . 


. it is an 


institution with readers of The Journal, dedicated 
to their problems. It gathered an exceptionally 
large audience; that is, 60% of the women.” The 
Fixit’ column is only one of The Journal's dis- 
tinctive features that make this big city daily 
great...make it sought after by its readers. Put 
these together and there's little wonder why The 
Journal is Portland's preferred newspaper offering 
advertisers the largest circulation in its history, 
both daily and Sunday. 


as reflected in Portland’s own community . . . limeless, 
because it deals with human problems which remain 
pretty much the same through changing years. 

The contents of “Fixit” letters are as varied as human 
personalities and circumstances can make them...a 
housewife wonders how she can locate a sister who 
“came out to Oregon eight years ago”. . . an army wife 
in a war plant must have day care for her children ...a 
young war veteran wants a house and a particular kind 
of job. All letters get attention—and a markedly high 
per cent of them reaps positive results, either through 
mention in the column or behind-the-scenes phone calls 
made by the resourceful Mr. Fixit. 
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AL JOURNAL 


PORTLAND, OREGON 
Afternoon and Sunday 


Member Metropolitan and Pacific Parade Groups 
Represented by REYNOLDS -FITZGERALD, Inc. 
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War-Perfected 


Soluble Coffee 
Now on Market 


Elgin, [ll., July 24.— “aj. 
Coffee,” the John L. Kellogg , 
Co. product produced solely fp, 
the armed forces for three year, 
before being offered to the public 
is now being advertised and mar. 
keted in Chicago, New York ang 
Washington, D. C. 

The product is 100% pure coffe. 
brewed from three Central Amer. 
ican varieties, quick frozen an 
then condensed as the solid coffe. 
particles are separated from the 
ice. According to the company 
this process helps to preserve 4]} 
the original coffee flavor. A half. 
teaspoonful dissolves instantly jy 
a cup of boiling water. It can lk 
used with cold water and ice t 


make iced coffee. It leaves pn 
sediment. 
“All-Coffee” is glass-packaged 


in three different sizes, the two 
ounce size selling for 35c, the fou 
ounce size for 67c and the eight 
ounce size for $1.29. 

Advertisements in the Chicagy 
area are appearing twice week); 
in the Chicago Daily News, Her. 
ald-American, Daily Times and 
Tribune. 

The Caples Company, Chicago 
is the agency. 


Six Accounts to Mace 
Mace Advertising Agency, Pe- 
oria, Ill., has added the accounts 
of Gold Seal Turkey Farm | 
Hatchery, Havana, IIl.; Grigoleit 
Company, plastics, Decatur, II 


chinery, Streator, IIll.; Johnson 
Implement Company, hay balers 
Peoria, Ill.; Illinois Mfg. Con.- 
pany, livestock remedies, Quincy 
Ill., and Wahl Clipper Compan) 
barber and beauty shop equip- 
ment, Sterling, Ill. 


Anemostat Series 
Anemostat Corporation of 

America, New York, manufac- 

turer of air diffusers, is starting 2 


new advertising campaign on 
Sept. 1 using trade publications 
bulletins, direct mail, publicit) 
etc. Michel-Cather, Inc., New 


York, is the agency. 


« Advertising Income 


For the past 5 years, an 
average Advertising Dol- 
lar Volume gain of 20%. 
A 48°/, Increase in Adver- 
tising Dollar Volume, 1945 
over 1944, 


Circulation Income 


For the same period, an 
average Circulation |n- 
come Gain of 9!/,%. 

A 15% Increase in Circu- 


lation Income, 1945 over 
1944. 


«Proof 


that teachers pay ‘o! 
something they really want. 
Proof, too, that 


WISE ADVERTISERS TAKE 


| paiteal Pit ty, 


| 


HOME ECONOMICS 


468 POURTH AVENUE NEW YoRK 16, ©’. 


Duder Mfg. Company, farm m-§ 


| 


| 


a rrr li 
ae ee | — | 
OomD 
Vg : 
| ee <4 Pel 
WV | = a 
4S a 
ey E| 2 | 
eG i, | ais | | 
ts 
| | 
aS \9 
QU . 
ae \\ ai 
D XS SS 
Ae — a 
cA, 
Eg YY A we et | CO 
Ed oe wo | | 
q mr 
creme tance racettce lena taihlnaetaeenenigpemnemmniaanomadtie 
a - ‘ 1 4 . 
| RIEL ALLEL OGLE LS LEBEL ENE ELE EEE LE LOLIE EEN EOE SET OOD LEE NOELLE IGNENTERTAI SOR: BIO NEI BR A RR RR HOT eg a a aR ota i Se oF ~ 
y Pete 
e m . ‘ ie . 
SA ant en. (Caw wy , fiw ? o 
—o...- >< 
j bin ae a . ; 
+ — — 
LE Re ’ -_ . , we q , 
| \ ee 
a “i be. Me ” Se, : , 
. veg a a ‘ : & 3 - $ * < ” 
} it hac 15 gl ‘eine _/ 
a ee 
a eS es bt 
4 Wy W1e0 4 UW. | 
F Practical 
i | 
(eee Practical 
are ‘5 sm : | 
. mei (iiti‘“_a‘(“c“éa‘é“aeés Ee 
- EE 


ORALE-BUILDING JOB 
TAKES EDITORS 


VER 28,000 MILES 


» he Bureau of Aeronautics, U.S. Navy, had a big job on its hands — a morale-building job 


“Mer. 
and 
Offer 
1 the 
pany 
re all 
half. 
ly in 
aN be 
ce t 
Ss no 


Kaged 
» two 
> four 

eight 


Licago 
reekly 

Her. 
> and 


icago > among hundreds of thousands of aircraft maintenance men in major U. S. bases, on 
pin-point Pacific atolls, and on our armada of carriers. 

No headline news glamorizes these boys. They carry on with their task of ‘keeping ’em flying”, 
often under conditions which are practically unbearable. 


Their story had never been told. It needed telling. 


iat Who could do it? 
hns FE es intl | ; : piles 4 , — 
pale! ENGINE ‘CHA NG The task of interpreting maintenance was a task for specialists . . . aviation maintenance specialists. 
Con = ‘ . La ‘ : . 
inc Realizing the need, the publishers of Aviation Maintenance saw an opportunity to make a major 
apan 


contribution to the war effort. They volunteered to tell the story in a way it had never been told before. 
Four months and 28,000 miles later the editors began assembling the mass of intricate information and 
pictures collected at Pearl Harbor, Guam, Saipan, Ulithi, Los Negros, Manus, the Philippines, and 


On | 

ag scores of other bases at home and abroad. The result is an editorial achievement unprecedented in 
Sian aviation publishing. A 160-page saga of the Service and Repair Units to which the ‘“‘impossible”’ is 
og an everyday chore. 


The enthusiastic approval of the Navy was expressed in tangible form. They made paper available 


to the publishers of Aviation Maintenance to print 100,000 copies of this remarkable story to be 


distributed to Navy personnel everywhere. The July issue of Aviation Maintenance is carrying the 


7 ABILIZE. ; : eas , , ‘af ‘ ‘ 
EPA Sod Pog Wine weed ” story to its thousands of readers in military, commercial and private aviation. The fascinating story 


of these men who sweat it out that planes may fly as depicted in Aviation Maintenance is being told to 
additional millions by metropolitan newspapers, radio commentators, illustrated lectures. A prominent 


book publisher plans to reprint this story as a permanent record of an outstanding war achievement. 


INVALUABLE DATA FOR OPERATORS 


This insight into the organization and maintenance pro- 
cedures of the Bureau of Aeronautics made available to the 
editors of Aviation Maintenance is facinating reading for 
anyone. But, more important, its careful detailing of work 
procedures and practices furnishes invaluable maintenance 
data to all aircraft operators. 

In this issue of Aviation Maintenance, as in all issues, key 
personnel in commercial, personal, and military aviation, are 
finding vital information related directly to maintenance of 
aircraft and airports — the most important factor in the suc- 
cessful operation of their business. 


xk 


A CONOVER-MAST PUBLICATION, 205 East 42nd St., New York 17; 
333 North Michigan Ave., Chicago 1; Leader Building, Cleveland 14; 
Duncan A. Scott & Co., West Coast Representative, Mills Building, 
San Francisco 4; Pershing Square Building, Los Angeles 13. 
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Dealey Changes Agencies | Wisconsin Aluminum 
Thomas W. Dealey, formerly an| Plant Purchased 


art director of D’Arcy Advertising 
Company, St. Louis, has joined 
the art department of Hillman- 
Shane-Breyer, Los Angeles. 


Now Graphic Arts, Inc. 


Graphic Arts Engraving Com- 
pany, Philadelphia, has changed 
its corporate name to Graphic 
Arts, Inc. 


“No Burton Browne 


- better advertising” 


iintoy-wROWNE ® 
~ AMVERTISING 


> 


(619 NORTH MICHIGAN AVE, 


| 


J. O. Reigle, associated with 
Enterprise Aluminum Company, 
Massillon, O., for 18 years, a 
greater part of which he served 
as vice-president in charge of 
sales, has purchased the Kewas- 
kum Aluminum Company, Ke- 
waskum, Wis. 

The company makes stainless 
steel and aluminum cooking uten- 
sils and at present is engaged in 
ordnance manufacture for the 
government. 


Vehlow Joins Dairy 


E. L. Vehlow, formerly a mar- 
ket agent for the War Food Ad- 
ministration, has been appointed 
sales manager of the Spreckels 
Russell Dairy Company, San 
Francisco. 


Heads Lucky Account 


Stephen Czufin, in charge of 


‘Lucky Strike printed advertising 


for Foote, Cone & Belding, for 
three years, has been appointed 
executive on the American To- 
bacco Company account. 


‘General Mills’ 
Appliances Reach 
Stores Next April 


Minneapolis, July 24.—With first 
shipments to retailers starting in 
April, 1946, the home appliance 
department of General Mills, Inc., 
plans to include in its initial group 
of products two models of auto- 
matic electric irons, two automatic 
electric coffee makers and several 
sizes of non-electric pressure 
saucepans. 

Replying to numerous inquiries 
from _ prospective’ distributors, 
dealers and the public, too, John 
A. Sullivan, sales manager of the 
department, has issued a bulletin- 
letter explaining the situation as 
it presents itself today. 


Unpredictable Factors 


While WPB has lifted the ban 
against manufacturing electric ap- 
pliances, no assurance has been 
given that equipment and mate- 
rials will become available, Mr. 


Less than 10,000 Bakers do more than 90°, of the 2 Billion Dollar Bakery Volume. 


$750,000,000 or approximately 38% of this total $2,000,000,000 annual sales goes 


for the purchase of ingredients, materials, 


. 
ba 


t and suppli 


each year. 


The Baking Industry is the only industry in the world that sells its products the same 
day they are made, for cash, and has nothing left in the plant at the end of the 
day but raw materials and used equipment. 


7 United States Census of Manu- 
facturers currently lists 18,000 com- 
mercial bakeries in operation throughout 
the country. The chart below shows a 
breakdown of the volume of business 


done by all 18,000. 


NM s220001000 


displays, 


packaging, personal 
hints and employee relations. 


Every Baker's problem is an advertiser's 
opportunity 


selling 


The growing need for improved in- 
gredients and machines, and for mer- 


market to many 


00000 


5 


will be needed to 


A The Large Combination Baking 
Companies, having two or more 
plants and buying centrally. 


B The Independent Wholesale 
Bakers, and the Retail Bakers 
doing $50,000 or more per year. 


C The Progressive Retail Bakers do- 
ing under $50,000 annually. 


D Arelatively large group, numeri- 
cally, of the little one-man neigh- 
borhood shops. Together, they 
account for less than 10% of the 
total bakery business. 


What are the Bakers’ chief problems? 


There are two major problems— 
1. To make uniformly good products. 
2. To sell them at a profit. 


Bakers are constantly searching for 
better ingredients and improved equip- 
ment. To help meet this need Bakers 
Weekly, for more than 25 years has 
based much of its editorial material on 
the improved methods and techniques 
developed by its own Physical and 
Chemical Laboratories 


mental Bakery. 


Merchandising-wise, the sale of 
finished goods will soon be the same 
tremendous problem that competitive 
selling always is in normal times. To 
cope with this problem Bakers will be 
interested in sound principles of mar- 
. how to analyze customer 
needs and how to adapt sales plans 
and services to the requirements of 
individual markets. To this end, Bakers 
Weekly inaugurated the Sales Forum. 
Each week many practical ideas bring 
help on such problems as distribution, 
point of sale merchandising, window 


keting . . 


chandising equipment offers a large 


manufacturers. In the 


merchandising field thousands of trucks, 
lighting and other fixtures, plate glass, 
packaging of all sorts, 
posters, and hundreds of other products 


showcases, 


help sell finished goods 


in greater quantity, at greater profit. 


pages. 
Practical Bakery 
technical phases, 


Manufacturers’ advertising messages 
which offer our readers information 
about products or services that will help 
them solve their problems secure as 
great a response as do the editorial 


men, specialists in all 
in engineering, and in 


merchandising, are available in our New 
York and Chicago offices to cooperate 
with any manufacturer or advertising 
agency interested in the Baking Industry. 


Section of Bakers Weekly’s Laboratories and 
Experimental Bakery 


and Enxperi- 


‘Directory of Selected Bakeries “’ 
available to our advertisers 


Bakers Weekly compiles an annual Directory 
containing the names of bakery establishments 


which do $50,000 or more business annually. 
It describes the type of business operated, kind 


of products made, 


number of delivery trucks, 
names of owners, operating executives, etc. Those 
who have used it say it is an extremely valuable 
sales tool in marketing to Bakers. 
For complete market story see Tell-All Unit in Standard 
Rote and Dota, Classificotion 9, Business Paper Section. 


45s West 45th Street, 
360 North Michigan Avenue, Chicago 1, III. 


New York 19, N. Y. 


Sullivan pointed out. 
our reconversion 
hinges upon many unpredictable 
factors,’ he said. “Promise of 
tools and dies for irons and pres- 
sure saucepans in August serves 
to offer encouragement, although 
many materials are needed, many 
of which are critical. The equip- 
ment and materials are on order, 
and we are planning our program 
on the basis that they will be de- 
livered as scheduled.” 

Preliminary production is to 
start in December, with first pro- 
duction schedules low and gradu- 
ally heading up toward a peak. 
District managers are to be estab- 
lished in their respective terri- 
tories about Dec. 1, and interviews 
with prospective distributors and 
appointments will be made be- 
tween then and March 1. 


“Therefore, 
program still 


Other Appliances Planned 


The appliance line is to be in- 
troduced district by district, with 
first shipments to distributors in 
the first district opened to start 
next April. Additional districts 
will be opened as rapidly as pro- 
duction and available merchandise 
permit, Mr. Sullivan said. Other 
appliances planned by the com- 
pany are in various stages of de- 
velopment. 

William A. MacDonough, ac- 
count executive with the Jam 
Handy Organization, Detroit, since 
1942, recently was named sales 
promotion manager of the home 
appliance department. The de- 
partment has already leased office 
and display space in the Empire 
State building, New York, and 
Merchandise Mart, Chicago, which 
will be headquarters for district 
managers in those two cities. 

Advertising and promotion of 
the new appliances will be based 
on endorsements by Betty Crocker, 
homemaking authority whose 
popularity with American house- 
wives in the food field will be 


‘ 


Advertising Age, July 30, 1945 


European Radio 
Shows Activity 

London, July 21.—Fir.;{ 
European commercial radio js 
scheduled to start in six or 
seven weeks over Radio-An- 
dorra, in Europe’s smallest re- 
public. The programs will be 
operated by Empire Overseas 
Radio, a British company, with 
programs initially restricted 
to the French and Spanish 
languages. 

o * * 

Los Angeles, July 25.—Con- 
vinced that European racio 
will be largely commercial, 
Smith, Bull & McCreery 
Advertising Agency plans io 
open offices within a year in 
London, Paris and Berlin. A 
representative of the agency 
will make an on-the-scenes 
survey in those cities as soon 
as travel permits. Meanwhile, 
the agency has already begun 
negotiations for time on Radio 
Luxembourg. 


drawn upon to promote the en. 
tirely new General Mills line. 


Issues Accounting Paper 


W. A. Bishop, 230 W. 41st St 
New York, has begun publication 
of Accounting Machine, with the 
first issue dated August. Designed 
for manufacturers and users 
office machines, the magazine ha; 
an initial circulation of 5,100, with 
future controlled circulation pu 
at 10,000 monthly. 


Somach Names Madison 

Somach’s, New York, has ap- 
pointed Madison Advertising Com- 
pany, New York, to handle adver- 
tising and sales promotion for its 
chain of five women’s appare. 
stores in Allentown, Bethleher 
and Easton, Pa. 


70,000 


50,000 
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For 144 consecutive months The Tribune has shown a g.!! 


circulation over the same month of the previous year. 


Today it has the largest circulation of any evening 
paper in any city in America of up to 110,000 p: 


ew 


»pl 


It saturates the South Bend market, the “Nation’s Test M 


Our representatives would like to tell you more abow 


unique and perfect combination. 


NEWSPAPERS GET IMMEDIATE ACTION 


BROOKS & FINLEY, 


STORY, 


INC. « 


NATIONAL REPRESENTA’ 


TH 
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You get plenty of power out of your advertising 
drives in The American Magazine ... the purchasing 
power of both men and women, husbands and wives, 
fathers and daughters, mothers and sons. That’s be- | 
cause The American Magazine is edited with dual sex. 
appeal... edited to double-expose your advertising to 


millions of women and millions of men... multimil- 


lions of aspirational Americans who buy The Ameri- , 
can Magazine on the newsstands, who subscribe, or In the Service 
who beg, borrow, or steal somebody else’s copy. of the Nation 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 


1945 
: Se. > 
ae ae ay F 
fst i . = 
KO! Shien es a cae 
-An- 7 ‘yy ae : 
t re. ‘ % et | ii ee 
: é ery, eS 3 aa 
ll be ’ ) , eo i. i 
- he ‘ : & a Bs 
Seas : ’ as g . c F ee : aes a 
: % & Se " : ae al > , cig : 
With oy ca ; ws Seal go igs th : ae 
icted : = - a : : : <r <a Sion, 8 . & a se io i an 
in h = anil —_— ~ ma e j os rf & es % . Ea 2 cert "7 
eanneantnaane sai re : : - . 
So oe ———— il a ‘ . i 
ar ee ile ii oT ottigs &® & nein me 
TYOn- a & Bre Ja : s , ‘ S i / ids i Be = Ps $ ie apie * i * - case 
& ee Xs te a % ram a) wet ae SS EN : ey 
aco < ee we I # = ee ee | Ye ~~ r = 
Pery ~e ~ . : siti — > ie — . g .i. " 
- af Seeeteeeenealll "4 Ce ie e Be nen & 2a 2 ie 
ir in ' “Se ¥ Mie Be q ¥5 . — u—eh< * 4 j os es a : eo "S 3 ‘ se i °* 
ce A : ~*~. a as — — Psa Ys ; ; : ere 5 \ i tae 
ency me hen . — ln .. - £3’ —_— ee > Se oa 
’ ee NRE nave _nomnsoiar nesses ti: sae meal - . 3 = | ie vat ell a _ ee , eS i ae 
enes seeps ni Semen EES om a i a % ail >. f . Bo a ‘ oe fe ae, * r P “. + re a 
Ba ™ Rie “3 ; —-. Re . a ans " eS a ie f 3. ee Sa : 
BER & 3 a j eos Sa Soe aa , 4  . " ; 
hil Pe Pe % 3 — mee _— % ~~ .. 4 POR ce: td . i 
ile, fas teen, | 7 oe” em. > , \e | es r. 
es a ~~ ’ a — ce a & as ee a RRS ¥< ey ats ss : tg i. , ue 
eg un ‘ _, a _ = ef a wo —— ~% e Vu ¥ A at aie 
ones ~ hee. — llr ec AL bese ; 
_ = 2% _" sus re : 2 i, “on e ed “a - y ‘ ; Vie | ; fi: Zz | 
= I ne een re — “hy ‘<3 ee oe en ; 
: me . ~ Wes . : we ee Ps "i : 
1e en- Rie ~~ — ‘ . —— eee ate ere 
a aa ‘ a eis ke “a eC eh i i —_ )6)=—hete pis 2 WayAN = td 
1e ~~ a, — ee Any a ~<a i ee So oa ‘ify eee 
= As se “ee SG }. a “ ; i bo : ues oe 
, = —<— m . aii se es y a ma eee Ne - 
ers es ’ oe Seg oat . a ae j ; % = . P : 
ne has = > a, = Yar ' \e id > = a 
a D ; . ee — sy a . ae * d " ‘ j , .* , oe 
ier. Sear pees 2 le Lae Sy $e . A 
Re SE te, ~ — ‘ ae 2 pas. a 3 gee fe a & ois ae 5 mee ‘ y . . oe 
= . ae Sah hal <a ; ee re ee i a ae 
| Bc oy oe : ‘ 8 at ee ae - =. i ess <4 Fs oe in ae, ; 
= oe Satine, NL re 2) 2 = : 2 he 4 % : oe a es eo ae 
ex a i ’ ae s ue "7 } ; : q 2. a a JF a & ee ae } ain x 
 —_ CES Sas * aaa i he PF 7 es Se ; = 
5 ae iti 7 ; ae a Mee ec ick ee Tk . 
‘ — ig — we ‘ al Fae ee bd P) ead } ; 
ae : . s be a eer # Pn f 
ae Tae? a Os ape a 
os ae : >. oe ' ome a ad . fees ari 
ot J ¥ tty fal 2 e ie Rye ies. 6 iV Akihaas 
; ; a ——— si (att eae : St Sa : 
. ed ee r rt Rea a ey or 2 i es are Bataan 
Re te ene “Abe a ae 
we . — toe te. oe o.99 «2 q ah, 
bee ie Se io Paty ¥ ae —— a : . 
) < ie a ee ~ — = 
 \ ee eis eee — — 
A SURES. Seis nt J (ae eee” vik aa 
a il i ee ae ee Lee a elas 2 
Lm af ta a ae . ? ia 
ka 
a 
5 
a 
” a > 
% i | 
. » i - 
e & 
. fe . q 
P = 
| THE C \\t a 
45 \e i? 
ay € a 
gin if a ae 
c w a G ‘ 
ee ; ia 
( k. 
y ew % 
> 
i 
De »pl ; 
forket 
tt ; st 
) ! 
a 
; 
‘ 
(LV NN a 
ATIVE 


| : : express and excess baggage car-jable foodstuffs and machinery 
Domestic Lines ried in 1944. |parts, with emphasis on perish- 


al | = On order, Air Transport Asso-| able vegetables. Last week, the 
Get Set for Air ciation finds, are 409 new passen- | 


~ . ger planes, and 22 C-47 Douglas| Overland jeeps were flown by 
Freight Expansion |Skytrains, which are to be re-| American Airlines to Los Angeles. 
r , 'leased for cargo purposes within; Government and industry ex- 
Washington, July 25.—W hile the next two weeks. Eventually, | perts have been conducting ex- 
they admittedly still have a lot| the commercial skyfleet is to total| tensive tests on the movement of 
to learn about the cargo hauling 975 planes, ATA predicts, with! perishable vegetables by air, with 
business, at least 19 domestic air-| seating capacity for 36,180, and| results still somewhat indefinite. 
lines are moving rapidly ahead | adjustable cargo space. |For the government, the Depart- 
toward setting up equipment and | ‘ment of Agriculture has been ac- 
schedules for air freight, a survey | All-Cargo Planes in Use itive in the field. On the other 
| by the Air Transport Association | Four airlines now are operating | hand, an ATA subcommittee has 


reveals. 15 exclusive all-cargo planes on | worked with members of the 


At the present moment, the air- | 34 daily flights over 45,627 route United Fresh Fruit and Vegetable 


“ . | lines expect to have at their com-| miles. In addition, six weekly in- Association studying the problem. 
Hope Ma sent us the radio| mand in the immediate postwar) ternational hops covering 15,994 Cost Is M Fact 

—WKFDF Flint p la y 8 period sufficient equipment to| route miles have been established, | ost ajor Factor 

] } ; — | handle nearly 1,000,000,000 pounds | for a total of 61,621 miles. | The big problem, all agree, is 
UNCHEON MUSIC. a year of cargo, compared with Even at present, cargo ranges) the cost of moving the food. Off- 

the 202,879,000 pounds of mail, | from jewelry and drugs to perish-| setting that are the advantages 


|first five postwar-model Willys-| 


ory that rook 


@ How were the millions of barrels of American war-oil 
products being handled overseas? How were men from the 
oil industry planning and managing the problem of oil | 
supply? That was the story that oil men back home want- 
ed to get straight—straight in facts and straight from the 
scene of action! 

So it was that Editor Warren Platt of National Pe- 
troleum News became the first business paper war cor- 
respondent in the European theatre, spending 9 months 
overseas, covering more than 15,000 miles and dispatch- 
ing more than 180,000 words to tell the authentic story 
of oil at war. 

More than 100 articles in weekly issues of NPN told 
how oil was piped and stored in England, sent across the 
channel. Several articles told of the fine job done by the 
Army in constructing the pipe-line systems in France 
where Editor Platt “jeeped” along to witness the laying 
of these new lines almost as rapidly as our fighting forces 
advanced. Then came stories filed in Naples, in Rome, 
in Bari and Taranto, indicating how the “forgotten 
front’’ would be vividly remembered by the Axis as big 
bombers, powered by 100-octane gasoline, took off from 
Italy for raids on Germany. 

From England, from France, from Italy—Editor Platt 
gave NPN readers the story of the management men 
behind the lines. He reported how oil industry men and 


NATIONAL . the Army planned, stored, protected and moved the 


biggest supply of oil products ever used to win a war. 
PETROLEUM , He reported from where oil industry men ran the “oil 
show”, described their problems and how those problems 
NEWS were whipped. 

More than that, however, this reporting task revealed 
how big industry and the armed forces can work together 
THE NEWSMAGAZINE FOR OIL MANAGEMENT MEN to win a war, why continued future planning and co- 
operation is vital. It was 15,000 miles and 180,000 words 
well spent—not only for the oil industry, but for all 
industry; not only on today’s war, but also for holding 

tomorrow's peace! 


in preseiv’ing vitamin content. 
flavor and freshness, which have 
encouraged interest in the studics. 

The federal experiments in the 
West and South indicated that 
with careful cevelopment of 
routes and schedules for maxj 
mum two-way pay loads, the traf- 
fic in perishables could reach |.- 
666,000,000 ton miles, and invo!ve 
400 to 900 cargo planes, depend- 
ing on capacity. 

Immediate expansion of the air 
cargo business is expected when 
the Army releases the 22 Sky- 
masters to four or more lines this 
month. On receipt of the planes. 
at least three lines will enter the 
cargo business for the first time 
In addition, the Army has offered 
to turn over 50 new Douglas DC-; 
type transports from current pro- 
duction to the cargo trade. 


w 


Studying Postwar Needs 


Although some of the airlines 
|plan to experiment for the time 
being with C-47 and various othe, 
types of cargo planes now used 
by the military forces in hauling 
vital war materials, they are mak- 
ing studies pertaining to their 
needs in the postwar period. 

In addition to experiments by 
aircraft manufacturers and their 
engineers, ATA has two commit- 
tees working on problems relating 
to all-cargo planes, loading and 
other factors involving the handa- 
ling of cargo. 

One group, the aircraft require- 
ments committee, is considering 
functional requirements for all- 
cargo planes, while at the same 
time studying the feasibility of 
present types, such as the C-46, 
C-47 and the big new C-54 Sky- 
master, which will be released in 
great numbers by the armed 
forces after the war. 

On the basis of current tests on 
operations, pick-up and delivery, 
and other details, general plans 
may eventually be developed for 
special models for commercial 
purposes. 


Gen’'l Aniline Expands 


General Aniline & Film Cor- 
poration, New York, is planning a 
$1,000,000 expansion program fo! 
its Ozalid division in Johnson 
City, N. Y., first step of which will 
be construction of a $500,000 fac- 
tory building to begin in the next 
few weeks. Another $500,000 will 
be used to equip the new factor) 
and to purchase a factory in De- 
troit. The Ozalid division manu- 
factures sensitized papers and re- 
producing machines. 


For 

Coverage of 
North Carolina’s. 
No. 1 Market— 


Winston-Salem 
Greensboro 
High Point 


WSJS 


WINSTON-SALEM 


| a iS 
5000 WATTS — 600 KC 
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The package is heavy with great sales 
responsibility: 


Much of our hope for maintaining 
the high production and employment 
levels necessary after the war, rests on 
your ability to generate the increased 
sales—at lower costs and with greater 
efficiency than ever before. 


If we may, that’s where Hearst Adver- 
tising Service would like to help in 
every way possible. 


The H-A-S man is more than a space 
representative laying before you the 
value of his newspaper. 


He is a man who has made a specialty 


War Has Placed This Package On Your Des 


of providing selling information in ten 
key markets of this country—a man who 
can give you a sound analysis of these 
markets —a man who can talk with 
you in sales terms that make sales sense. 


CALL THE 
H-A-S MAN 


Just drop us a note saying, 
“I’m interested in your 
market information on 
(name your type of product).’’ 


The information behind the H-A-S man 
is continuous. It is not merely statis- 
tical. It includes not only dealer 
contact in the field but crystallized 
experience gained in contacting local 
distributors, jobbers, wholesalers, 
branch managers, district managers 
and sales managers with all of whom 
the H-A-S organization is in constant, 
cooperative contact. 


What the H-A-S man is constantly 
evolving from this gold mine of facts 
— what he interprets and points up for 
easy understanding —is yours if you'll 
give him the chance. If what he 
knows isn’t enough, what he can find 
out will be. 


HEARST ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 


Representing: 


New York Journal-American + Pittsburgh Sun-Telegraph + Chicago Herald-American 


Baltimore News-Post-American 


Boston Record-American-Advertiser + Detroit Times + Albany Times-Union 


San Francisco Examiner + Los Angeles Examiner + Seattle Post-Intelligencer 
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Peterson Joins Agency 


R. S. Peterson, general manager 
of the American Broadcasting 
Company’s central division, Chi- 
cago, since it separated from NBC 
in 1941, and associated with NBC 
for 11 years prior to division of 
the network, will join Schwimmer 
& Scott, Chicago agency, as busi- 
ness manager effective Aug. 1. 


Acquires Plastics Letter 


Cleworth Publishing Company, 
New York, publisher of Plastics 


World, has acquired “Plastics 


News Letter,” weekly information 
service, from Herbert R. Simonds. 
Mr. Simonds will continue as edi- 
tor. The company has taken en- 
larged space at 551 Fifth Ave. 


British Hat Makers 
Plan New Campaign 


To revive consumer interest in 
millinery and counteract the cur- 
rent fashion of wearing scarfs or 
turbans, the Associated Millinery 
Designers of London has been 
established. 

A publicity committee repre- 


senting the milliners plans to con- 
duct exhibits for both the home 
and export trades, and to launch 
an advertising campaign. 


To Glasser-Gailey 

King Richardson, superinten- 
dent of photo-engraving for Ad- 
craft, Inc., Los Angeles, for the 
past 13 years, has joined Glasser- 
Gailey & Co., Los Angeles, as pro- 
duction manager. Jane O’Leary, 
formerly with Dozier-Graham- 
Eastman, Los Angeles, heads the 
new publicity department recently 
organized by Glasser-Gailey. 
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“Blanket the Country Overnight” 
with Newspaper Ad Releases! 


YourR complete proof is O.K. Your schedule, cover- 
ing an extensive list of national newspapers, is 
approved. And now your problem is to get insertion 
orders and electros or mats into the hands of the 


newspapers within a matter of hours. 


The solution is simple. Just turn over your instruc- 
tions and original material, or patterns, to Rapid’s 
Main Plant or the nearest branch plant or office. 
You'll get action ... the kind of service you can 
depend upon to handle every detail of the most in- 
volved national release with dispatch and accuracy. 


Isn’t that the kind of service you want? It’s the kind 
Rapid is organized to give you. 


RT, 


Pe, 


The 


World's Largest Advertising Plate and Mat Makers Specializing 
in Distribution Direct to National Newspapers and Local Dealers 


Main Plant: CINCINNATI 14, OHIO « Parkway 3577; Teletype: Cl 496 


NEW YORK PLANT: 
Atlantic Electro. & Stereo. Co. 


Vanderbilt 6-3286; Teletype: NY 1-1323 


SAN FRANCISCO PLANT: 


Rapid Electrotype Co.; Douglas 8427 


DETROIT PLANT: 

Northern Electrotype Co. 

Madison 6780; Teletype: DE 91 
CHICAGO OFFICE: 

Rapid Electrotype Co.; Superior 2782 


PHILADELPHIA PLANT: 
Rapid Electrotype Co. 
Rittenhouse 5902 
ATLANTA OFFICE: 
Rapid Electrotype Co.; Walnut 8113 


O’Mara Expands; 
Skinner Heads 
Research Dep't 


New York, July 25.—Simulta- 
neously with an announcement of 
extensive personnel changes in 
anticipation of expanded business, 
O’Mara & Ormsbee, Inc., pub- 
lishers’ representative, has estab- 
lished a research and promotion 
department under the direction of 
James R. Skinner Jr. The new 
department will cooperate with 
'the promotion departments of 
O’Mara & Ormsbee’s newspapers, 
and will prepare individual sales 
presentations for use with adver- 


‘| tisers and advertising agencies. 


Advances, Adds Personnel 

Leslie H. Brownholtz, with the 
company for 24 years, most of 
which were spent as manager of 
the Chicago office prior to being 
transferred to New York as vice- 
president in charge of the eastern 
division, has been elected execu- 
tive vice-president with supervision 
of operations in New York, Chi- 
cago, Detroit, San Francisco and 
Los Angeles, where offices are 
maintained. J. Rufus Doig, for 
116 years with the company and 
| manager of the Pacific Coast divi- 
sion during the past four, has 
| been appointed sales manager, co- 
| ordinating sales work of the entire 


N |organization and supervising re- 


search and promotion. Mr. Doig 
will be succeeded in San Fran- 
cisco by John W. Eggers, formerly 
in charge of the Los Angeles 
branch and recently returned from 
three years’ service with the gov- 
ernment. 

The Detroit office reopened last 
year under Preston C. Roberts, 
who has been elected a director. 
Harold H. Van Horn, formerly 
automobile man with the Mil- 
waukee Journal, has joined the 
Detroit branch. Richard M. Mc- 
Lean has returned to the Chicago 
office, under the direction of Mid- 
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AN OPEN LETTER 
from the New York Stock Exchange 
to Every Owner of Series “E” War Bonds 


insessnene it 


New YorRK STOCK EXCHANGE 


FIRST—Opening ad in the New York 

Stock Exchange series placed by Gard- 

ner Advertising Co., St. Louis, is this 

war bond copy which appeared in 400 

dailies last week. The campaign prope, 
is scheduled to break in August. 


west manager Kenneth Dennett, 
after three years with the U. S. 
Marine Corps. 


To Head Research 


Bion B. Howard, assistant price 
executive of the consumer durable 
goods branch of the OPA, Wash- 
ington, is resigning Oct. 1 to join 
Alfred Auerbach Associates, New 
York, as head of the market re- 
search department. Prior to join- 
ing the OPA in 1942, Mr. Howard 
was an executive of the furniture 
merchandise department of Mont- 
gomery Ward & Co. 


United Ups Jerrems 


Arthur W. Jerrems, supervisor 
of program development for the 
educational service department 
of United Air Lines, Chicago, 
since 1943, has been promoted to 
superintendent of merchandising. 
Joining the company in 1940 as 
manager of sales, Mr. Jerrems 
later became district traffic man- 
ager in Des Moines and instruc- 
tor at the company’s training 
school, San Francisco. 


SOCIATED ELECTRONICS COMPANY. 


132 NASSAU STRE 


e NEW YORK ZN. 
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PASCLELLAND BARKLAY USNR 


McCLELLAND BARCLAY * * * * * FINAL 


For more than twenty years, he was 
a favorite of fortune. Gifted with great 
talent, he enjoyed early recognition, long 
continued success, the respect of his craft, 
public acclaim, and a colorful career. . . 
One of the foremost “pretty girl’’ artists 
of his time, Mac Barclay welcomed the 
opportunity to paint fighting men, and 
accepted a Navy commission in 1940... 

Early in the morning of July 18, 1943, 
in the Solomons Sea, the LST 342 was 
torpedoed; and Lieut.Cmdr. McClelland 
Barclay was not among the survivors. 
With the men and ships he had come 


to love so much, it was an ending that 


EINSON-FREEMAN CO., inc. 


Mac, always an adventurer at heart, 


would probably have approved. 


Goce of his last assignments was for the 
Sperry Corporation—a series of posters 
reflecting the first grim year of war in the 
Pacific. We were privileged to produce 
the series, and to make an overrun for 
our own use. 

This series of posters in full color, size 
sixteen by twenty inches. . . a Five Star 
Final edition of McClelland Barclay, a 
memento and souvenir of the artist and 
the man... is available to his friends and 


admirers on request. 


Lithographers 


STARR AND BorDEN AVENUES, Lonc IsLanp City 1, N. Y. 
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Buchan to ‘Omnibook’ 


James J. Buchan, formerly dis- 
trict sales manager for the S-M 
News Company, New York, has | 
been appointed manager of news- 
stand sales for Omnibook. 


Sutton Sales to Madison 


Sutton Sales, Inc., New York, 
has appointed Madison Advertis- 
ing Company, New York, to 
handle the men’s toiletries divi- 
sion. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT® SIGN CO. 
py ser Corporation 
rtkraft Manufacturing Corp 
$00 Kibby St., Lima, Ohio, U.S.A. 
The World's Lergest Menviecturers of 
All Types of Signs 


@nEG US PAT OFF 


Y/ 


Meyer Retires as 
Inland’s Manager; 
Canfield Named 


Chicago, July 27.—John L. 
Meyer, general manager and 
treasurer of Inland Dailv Press 
Association, is retiring from ac- 
tive management of the group and 
will be succeeded by his “deputy,” 
William F. Canfield, it was an- 
nounced today by Don Anderson, 
president of Inland and publisher 
of the Wisconsin State Journal, 
Madison. 

The veteran Inland executive 
became secretary-treasurer of the 
association on Aug. 15, 1932, and 
later was named general manager 
and treasurer. Beginning his 


newspaper career in 


Oats 
Meyer 


Company, St. 
also was 


Louis. Mr. 


editor of National Printer Jour- 
nalist, which has since suspended 
publication. He was one of the 
founders of the Association of 
Newspaper Association Managers. 

The new general manager, 
whose early training was received 
on Wisconsin newspapers, for- 
merly was manager of the Wis- 
consin Press Association. Mr. 
Canfield is credited with develop- 
ing the members’ services depart- 


1900, Mr. | 
Meyer served in various capaci- | 
ties with Milwaukee dailies, later | 
handling the advertising depart- | 
ments of the Kellogg Company, | 
Battle Creek, Mich., and National | 


associated with | 
Fuller & Smith & Ross, Cleveland | 
agency, and for seven years was} 


ment of Inland, of which he was 
named manager in 1937. Last Oc- 
tober, at Mr. Meyer’s suggestion, 
he was elected secretary of the 
association. 

Inland has provided a retire- 
ment benefit for Mr. Meyer, and 
the board of directors has asked 
him to accept the honorary title 
of manager-emeritus. 


Network Offices Moved 


Lynn L. Meyer, sales manager 
of the Intermountain Network, 
has moved his headquarters to 
Salt Lake City from Ogden, Utah, 
in anticipation of the September 
opening of KALL, new 1,000-watt 
station of the regional net at Salt 
Lake. Sales offices of both the 
network. and KALL will be lo- 
cated in the David Keith building, 


* Do you realize this market 
contains over 32 million 
people; more than these 14 
cities combined: Kansas 
City, Indianapolis, Roches- 
ter, Denver, Atlanta, Toledo, 
Omaha, Syracuse, Rich- 
mond, Hartford, Des Moines, 


Spokane, Fort Wayne. 


* 


they know: 


WAAT delivers 


more listeners per dollar 


TNAUER 
PROVES IT! 


Longines-Wittnauer Watch Co., makers 
of the world’s most honored watch, must 
have complete coverage in America’s 
fourth largest market. So in May, 1943, 
the sponsors of Longines, winner of 38 
highest awards at World’s Fairs, bought 
five half-hours on WAAT. After two years, 
Longines- Wittnauer Watch Co. has moved 
its program into Class “A” time to in- 
crease its already great audience, because 


248 S. Main St. 


in America’s 4™ Largest Market* 
than any other station— 


including all 50,000 watters! 


970 KC 
NEWARK, 
N. J. 


Advertising Age, July 30, 194: 


Hedges to Head 
New Developmen} 
Division of NBC 


New York, July 24.—William 
Hedges, vice-president in charge 
of stations for NBC, has been ap- 
pointed to the new position o; 
vice-president in charge of the 
planning and development depart- 
ment, newly-created division “to 
meet changing conditions in the 
art of broadcasting and to intro- 
duce new services made possible 
by scientific developments in the 
field.” 

Executives of all other depart- 
ments and divisions of NBC have 
been asked by Niles Tramme!|, 
president, to coordinate their op- 
erations with the new department 
insofar as the planning and deve!l- 
opment of future broadcasting op- 
erations are concerned. 

Easton Woolley, Mr. Hedges’ as- 
sistant in the stations department, 
will direct that division. Sheldon 
Hickox continues as manager of 
station relations, and Harry Wood- 
| man, manager of traffic, both re- 
porting to Mr. Woolley. 


Agency Expands 

The Associated Business Con- 
sultants, Winona, Minn., advertis- 
ing agency, has moved to larger 
quarters in the Exchange build- 
ing, to consolidate executive and 
research departments. The agency 
currently is placing newspaper 
and radio schedules nationally for 
Valvo, a consumer detergent mar- 
keted through the grocery trade 
for Beddow & Beddow, Winona. 


Universal Promotes 

O. George Heyl, for the past 
three years in charge of sales sta- 
tistics, sales analysis and promo- 
tional activities of the home office 
of Universal Match Corporation, 
St. Louis, has been appointed dis- 
trict manager of the Baltimore- 
Washington territory. 


WHICH? 


The Times- 
Herald offers 
the advertiser 
more people. 


Its contem- 
poraries offer 
the advertiser 


| 


more privacy. 


Which shall it 
be? | 


Editor and Publisher 


Times Sa Terald 


WASHINGTON, D. 


TIMES-HERALD 228,497 
The STAR . 197,583 
The POST . 162,247 
The NEWS . 101,039 


| 


as of March 31, 1945 


National Representatives 


| | GEO. A. McDEVITT CO. 
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But, Me Fil rsthwaite 
this IS really it |in portant / 


Hole, 


Aa LN one! 


Unless you want to OUTSPEND - you'll 
have to OUTSMART competitors 


CLIENT: What's more important than a hole-in-one? 


PERTURBED ACCOUNT EXEC: Just this — A NATIONAL 
SHOW for your product with vital continuity based on 
twelve insertions for only $37,200 a year! 


CLIENT: A hole-in-one. Wait’ll I tell the boys at the 
office. 


PERTURBED A. E.; But wait’ll you tell ’em that Redbook’s 
NATIONAL SHOW reaches a cohesive and important 
audience of 1,500,000 families who enjoy good read- 
ing — wait'll you tell em... 


CLIENT: A hole-in-one! It’s remarkable. 
PERTURBED A. E.: No more remarkable than Redbook’s 


self-selected audience that spends 25c an issue for their 
chosen means of entertainment! 


CLIENT: A hole-in-one. Just think of it... 


PERTURBED A. E.: Just think of this! Redbook’s selling 
price contributes nearly $4,000,000 yearly toward pay- 
ing for this NATIONAL SHOW. You get top reader 
interest both through Redbook’s high editorial percent- 
age which creates cover-to-cover effectiveness and 
Redbook’s Reader Research. Think of it — complete 


coverage of your audience . . . twelve insertions for 
only $37,200! 


CLIENT: Sounds good. Let’s go into it! 
PERTURBED A. £.: Wha..wha.. 


. CLIENT: I heard every word, and it looks like a smart 


buy to me. 
A 


NOTE TO POST-WAR PLANNERS — 


Though Redbook is sold out at the moment, it’s 
not too soon to plan for the near future when 
Redbook space will be available. 


To Nearly 1/5 of America — 
A Program of proven 
Sales Power 


Redbook, Cosmopolitan, and Amer- 
ican, THE 6 MILLION GROUP, reach 
nearly six million families with less 
than 15‘, duplication — approxi 
mately one out of every 5 in the 


United States. And a full page in 
every issue of all 3 magazines costs 


only $100,000 4 year. 
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a years; a 15% increase in the num-| areas to 33% in rural farm areas.| where 81% had this equipment in| the last census, the report ex. | ne I 
Improved Housin ber of urban dwellings, and a| Of the 37,000,000 occupied|1944, as compared with 19% in| plained, apparently 60% now have [@ friger 
9.4% decrease in rural farm] dwelling units in 1944, more than|rural farm homes. Private flush] it. Refrigerators in 1944 are y Sev 
eal homes; an increase of 7,000,000 in| 24,000,000, or 65%, had a private| toilets were reported for 68% of |68% of urban homes, 57% rura| ss | 
C d f Sh the number of homes equipped} bath or shower for exclusive use| the occupied dwellings in 1944, as| non-farm, and 30% rural farm. 5 Ww 
on | ions Own with electric refrigeration, and an|of occupants, the corresponding| compared with 60% in 1940. Pee Spann ge ogh d ir 
increase of 20% in the number of| figure for 1940 being 20,000,000, in 9,700, omes in , OF ap- pec 
: homes with private flush toilets. or 57%. The number of occupied Refrigeration Up 44% proximately 26% of all. It wus A 
in ensus urvey Top Census finding was the dis- | dwellings with no bathing equip- The number of homes with| used in only 26% urban and 25% farm | 
covery that nearly half the dwell-|ment declined from 13,000,000 in| mechanical refrigeration increased | rural non-farm homes, the report 194 
> ings in the country are now owner-| 1940 to 11,000,000 in 1944. 44%, from 15,000,000 in 1940 to| indicated, and was outnumber: d Med 
Home Ownership occupied, compared with 564%| The greatest percentage of | 22,000,000 in 1944, the bureau said,| by mechanical refrigerators. n non-fé 
Gains 22%, During tenant-occupied in 1940. Pres-| dwellings with private bath or} While 44% of occupied homes had| rural farm areas, 28% of homes 1940 | 

° ent owner-occupied dwellings|shower was in the urban areas,|mechanical refrigeration during | had ice refrigeration, almost equal 1944. 


Past Four Years 


total 18,573,000, a 22% increase 
over 1940, when 15,196,000 were 
owner-occupied. Tenant occupa- 
tion fell 5.83% from 19,659,000 to 


Washington, July 25.—Facts and 
figures to substantiate a wartime 


trend toward better housing in the 18,620,000. 

United States are to be found in 

a comprehensive comparison of Urban Areas Most Affected 

U. S. housing in 1940 and 1944,| Numerically, the big housing 


released by the Bureau of Census 
today. 

Titled “Characteristics of Occu- 
pied Dwelling Units for the United 
States, October, 1944,” it brings 
up to date by scientific sample 
polling methods, the 1940 Census 
of Housing reports covering home 
ownership, size of household, room 
adequacy, bathing equipment, 
toilet facilities, refrigeration, heat- 
ing equipment and monthly rent. 

While conceding that its facts 
have been established only on the 
basis of a sample, the bureau be- 
lieves that the results in many 
cases “are well beyond any rea- 
sonable limits of sampling error.” 
Moreover, it points out, the study 
was made from the same sample, 
distributed through 68 sample 
areas, covering 125 counties and 
cities in 42 states and the District 
of Columbia, that provides data 
for the monthly employment and 
unemployment studies. 


Home Ownership Gains 


High among the conclusions 
which the sample study revealed 
were: A 22% increase in home 
ownership during the past four 


change took place in urban areas, 
for the sample revealed an addi- 
tional 2,511,000 owner-occupied 
dwellings, with urban ownership 
rising from 37.5 to 43.4. Per- 
centagewise, both the rural farm, 
moving from 53.2 to 62, and the 
rural non-farm, which went from 
51.7 to 60.7, were more spectacu- 
lar, but the numbers involved 
were considerably smaller. ni 

Urban areas reported nearly 
3,000,000 new dwellings, an in- 
crease of 15%. Rural non-farm 
dwellings remained virtually the 
same, but rural farm homes were 
off 670,000, or 9.4%. There were 
more two-person households in 
the United States in 1944 than 
households of any other size, 
while the median household, as 
the result of induction and enlist- 
ment of men into the armed 
forces, fell from 3.3 to 3.0 per- 
sons, 

Two-person households com- 
prised 28% of the total; one-per- 
son households 10%; three-person 
households 23%, and four-person 
households 14%. Households of 
five or more, representing 20% of 
all, varied from 17% in the urban 


.,. Battle (rook 


ABC-CZ POPULATION 67,953 


Two Cities Within 
— 4 Miles of the 
Downtown Stores 
Complete Coverage 
By One Newspaper 


@ The “Best Known City pele > i 
i other very 

World” is also noted for an om 

characteristic. Its population pryre ts Be 

veals a curious situation in that 1/3 ate rtd 

Zone Population lives just beyond the City 

its which were established long ago. 


Thus this compact area represents 2 cities . - - 


one with 43,453 population inside the Corporate 


& Limits and another with 24,500 appre el 
adjoining suburbs. A piesa : aoe dle 
practically all within 314 miles of Ba 

busy downtown stores. 

“50,000 to 
You cant 
Battle Creek. 


Battle Creek belongs ny 


100,000 population group 
cover Michigan without 
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—@x- 9 the number of mechanical re-|Cleyelan ‘| AN the importance of manufacturers’ 
have frigerators. d Cc ub Elects PA Bureau Issues advertising in newspapers. The Gruen Sales Staff 
i. in Seven-eighths of occupied dwell- ae Js Sey Dit age mages Se llth War Supplement four cards of this latest set—num- - 3 
rural ings had electricity or gas light-|peen elected president of the The Bureau of Advertising, = 37 — — a Given Preview of 
‘m. ing, with the percentage of urban| Cleveland Advertising Club, Other | American Newspaper Publishers sabes, iewenniie Poe ay sank egg . 
orted and rural non-farm at 97 and 89/ officers are: Grant Stone, adver- | Association, has issued Supple- , a 7 1945-46 Campaign 
r ap- respectively, and rural farm at|tising manager, Cleveland Press,| ment No. 11 to “Advertising Goes Ret to F Cinci , p ; 
Was 52. Almost a million more rural|and Chester W. Ruth, director of| to War.” Reproductions of 73 eturns to rerguson ; incinnati, July 24.—National 
25% ‘arm homes had electricity or gas| advertising, Republic Steel Cor-| advertisements — “help-the-war-| William P. Wallace, after serv- |™@8azine advertisements, radio 
eport 1944 than in 1940. poration, vice-presidents, and_| effort” ads and institutional mes-|ing three years in the Army air | me signals, recordings and scripts 
. ; : s -,q|Richard T. Brandt, president,|sages plus two pages of straight|forces, has returned to his post | for dealers, and a complete pack- 
ered Median rent in tenant-occupied | >. : > : 
: f dwellings was $21.38 in Richard T. Brandt, Inc., treasurer. | product copy—are included. as account executive with Court- | age of promotional material are 
n non-iarm @ 8 0’ “| Horace C. Treharne was elected The bureau has also released the | land D. Ferguson, Inc., Washing- | included in Gruen Watch Com- 
oMes 1940 and increased to $27.61 in secretary-manager for his 18th | tenth in a series of mailing cards|ton agency. In the fall he will pany’s 1945-46 advertising and 
equal 1944. term. aimed at informing retailers of | transfer to the Richmond office. 


merchandising plans. 

The aggressive promotion and 
merchandising campaign was out- 
lined before U. S. and Canadian 
sales representatives who came to 
Cincinnati recently for the manu- 
facturer’s first “working” conven- 
tion since Pearl Harbor. 

By means of a series of dra- 
matic presentations from a special 
. stage, Bernard M. Kliman, Gruen’s 
ee advertising director, told the rep- 
; resentatives about the magazine 
campaign, which includes a series 
of full-page ads in The American 
= Weekly, Collier’s, Esquire, For- 
tune, Life, The Saturday Evening 
Post, Time and other publications. 


: s New Copy Themes 


Cis New copy themes for this series 
—- will stress the Curvex and Veri- 
Thin models, and two newcomers 
will be announced—the Gruen 
Pan American with 24 hour dial, 
which will be available about Oct. 
1, and the Curvex Executive, with 
diamond-studded dial, available 
: . about Nov. 1. 
— Gruen’s time jingle radio sig- 
-_ nals will be continued on a larger 
scale than ever before, and dealers 
will be offered a series of new 
recordings and radio scripts for 
. live announcements. The promo- 
- tional material includes advertis- 
ing clocks, posters, car cards, fold- 
ers and a series of newspaper ad 
mats written from the jeweler’s 
point of view. A novel world- 
time window clock also will be 
featured among the dealer helps. 
Sales representatives here for 
the two-day meeting also were 
shown a motion picture illustrat- 
ing Gruen’s television program, 
now in preparation, with puppet 
characters representing the Cur- 
vex and Veri-Thin trademarks. 
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Squibb Division to Grant 


E. R. Squibb & Sons Inter- 
American Corporation, subsidiary 
of E. R. Squibb & Sons, New York, 
has appointed Grant Advertising, 
New York, to handle the account. 


Whar Mrs. Mead sitting in? An overstuffed corner porch from Better Homes & Gardens, 
chair, vintage of 1928? have had to wait because of the war. But the 
Meads’ plots for improvements haven’t waited, 
and neither have things waited to wear out. So 
when the war’s over most of the Meads’ spend- 
ing will be for that home of theirs. 


EVEN AN ADVERTISING 
MAN WANTS A HOME OF 


No. If you could read the gleam in her eye 
you'd know she was sitting on a modern sec- 
tional sofa upholstered in moss green like the 
one she saw in Better Homes & Gardens. That 
coffee table you don’t see before her is a great Better Homes & Gardens is written for the 
sheet of waxed bleached mahogany BH&G Meads — for the millions of other families 
editors picked as a companion piece. whose big interest is their homes. That’s why 
The sofa and the coffee table, with the new there’s no place like it to sell everything that 
refrigerator and new screens and the new goes into homes. 


Regardless of whether YOUR 
“dream home” is a cozy cottage or 
a mansion, “How to Plan the Home 
You Want” will bring you up-to-the- 
minute. 

Its 32 pages, profusely illustrated, 
are packed full of home planning 
and new equipment ideas. 


Our own staff of practical authori- 
ties whose lives have been dedicated 
to building progress have put into 
eight easy-to-read chapters the 
trends and possibilities of a much 
discussed industry. Covering every 
subject from financing to solar 
heating, it therefore can be used as 
a textbook on building industry 
nomenclature. 


Send for your copy today. 


PRACTICAL BUILDER 


59 E. Van Buren Street, Chicago 5 


at 25e I can't lose—Send me “How To 
Plan The Home You Want.” (A) 
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F&S4&R Elects V.P.s 


Olive P. Gately, Edward J. Mar- 
tin and Frank R. Otte, account 
executives of the Cleveland office, 


client service 
office, a new post, have oe | 
elected vice-presidents of Fuller 
& Smith & Ross, Inc. Miss Gately 
is the first woman vice-president 
of the agency. 
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Gen. Motors Plans 


Outside Detroit 


Detroit, July 24.—What is be-| of the center. 


| retain the 
| mobile 
_tralization tendencies— will be| 
| grouped around a central esplan- 


seve 


ing the center—announcement of; gineering and development ac- 


which is being taken here as con-| tivities, 


'crete indication that Detroit will 
“brains” of the auto- 
industry despite decen- 


ade within which will be a seven- 
acre lake, itself designed to fill 
“a useful purpose” in operations 
The buildings will 


lieved to be an entirely new con-| be of contemporary functional ar- 


cept of industrial research was 
revealed today in an announce- 
ment by Alfred P. Sloan Jr., 


man of General Motors Corpora- | 


tion, that it plans to group all re- 
search, advanced engineering, 
styling and process development 
work in a new multimillion dollar 
technical center. 

To be known as the General 
Motors Technical Center, it will 
be constructed on a 350-acre site 
in* Detroit’s outskirts. Observers’ 
estimates on the cost of the proj- 
ect range from 25 to 50 million 
dollars. 


| 


chitecture. Construction is to be- 
gin as soon as complete clearance 


chair- | on materials and labor can be ob- 


tained from proper government 
agencies. 


‘Industrial Progress’ 


“Naturally, the cost of such a 
project will be substantial,’ Mr. 
Sloan said. “It should be looked 
upon as an investment in indus- 
trial progress. 

“This new Technical Center 
represents long-considered plans 
of the corporation to expand, at 


|the right time and on a broad 
The various buildings compris- | scale, 


its peacetime research, en- 


jl 


Continuing customer satisfaction is the key to 


successful brand promotion in any field. 
the shoe trade, however, customer satisfaction 
depends on one major factor which the manu- 
facturer finds difficult to control . . . 
shoe ever made cannot produce return sales 


unless it is expertly and conscientiously fitted 


at the point of sale. 


Recognizing this fact, 


manufacturer is especially careful to hand-pick 


his dealers . 


most careful attention to the proper fitting 


and far-sighted promotion of his line. 


Hand: iFic 


today’s alert shoe 


. to make sure they will give the 


is 


In such dealers. 


picked .. . 


the finest 


cked Dealers 


a must in 
Shoe Brand Promotion 


Vg 
{) ~~ 


Most readers of Boot and Shoe Recorder are | 


In a sense they are already hand- 


for they would never subscribe to 


the National Voice of the Trade unless they 


date on the most modern, scientific methods of 


fitting, customer service and promotion. 


Advertising in the business paper they read 


regularly will help you build and maintain the 


will produce volume, that will maintain your 
brand prestige and that will insure consistent 


consumer satisfaction. 


BOOT and SHOE 


Ccor 


NATIONAL VOICE OF THE TRADE 
Published Twice Monthly 
A Chilton © Publication 


100 East 42d Street, New York 17, N. Y. 


er 


and even more: progres- 
sively pursue its prewar policy 
of continual product improvement. 
The end objective is more and bet- 
ter things at lower prices, thus 
expanding job opportunities and 
contributing to an advancing 
standard of living.” 

As outlined by General Motors 
executives, the center will bring 
together at one place, and at a 
location physically closer to the 
manufacturing divisions, the com- 
pany’s research and experimental 
facilities, making possible a more 
rapid interchange of ideas among 
GM technical personnel. The cen- 
ter will be only 30 minutes from 
the midtown General Motors 
building, and easily accessible to 
the Pontiac, Flint and Lansing 
automobile divisions. In addition, 
the site is not far from the cor- 
poration’s proving ground at Mil- 
ford, Mich., which is soon to 
undergo extensive improvements. 


Need Ablest Men 


“Facilities are only a part of 
the story of the Technical Center 
conception,” said Charles F. Ket- 
tering, vice-president and director 
of research. “The more important 
factor has not been overlooked— 
the men to use these new facili- 
ties, the men who can make ideas 
grow into material things. We 
know the problems of the future 
are going to require for their 
solution not only the best facili- 
ties, but the ablest of men to use 
them intelligently.” 

C. E. Wilson, GM president, em- 
phasized that the center would 
not in any way change the firm’s 
policy of divisional responsibility 
for each division’s own product 
engineering. He stressed that the 
activities to be moved to the cen- 
ter had no direct product respon- 
sibility to any of the manufactur- 
ing divisions. However, Mr. 
Wilson said, by a close liaison 
between the center and the divi- 
sions, executives responsible for 
product development and process- 
ing can make decisions affecting 
their activities with “greater as- 
surance and with less loss of 
time.”’ 


Includes Auditorium 


The new administration build- 
ing, with a 1,000-foot frontage, 
will provide ample space for ex- 
hibiting GM products and also will 
incorporate an auditorium seating 
1,200 persons, fully equipped for 
stage and screen presentations and 
for divisional dealer meetings, for 
example, at the time of new 
model announcements. This build- 
ing will also house the admin- 
istrative staff of the center as a 


| whole. 


were eager to forge ahead and to keep up to | 


kind of “‘hand-picked”’ dealer organization that | 


| ing 


The advanced engineering build- 
will provide facilities 
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for special product studies sich 
as car development, car suspen. ion 
and structures, transmissions ang 
engine development. The research 
laboratory, to be one of the 
largest structures in the group 
will house all facilities now |p. 
cated in the research buil ing 
which adjoins the General Moio;, 
building in Detroit. The Dero; 
research facilities will be tekey 


‘over by other units of the corpo. 


ration as quickly as the research 
group is established in the 
Technical Center. 


Elmo Watson Heads 
Medill Chicago Campus 


Elmo Scott Watson, editor o; 
Publishers’ Auxiliary, Chicago, 
will succeed William R. Slaughte; 
as director of the Chicago campy; 
of the Medill School of Journalism, 
Northwestern University, Sept. | 

Mr. Slaughter is resigning to g 
to California, where he will be. 
come active in the trade journal 
field. Mr. Watson will resign a; 
editor of Publishers’ Auvziliar, 
but will continue to write a col- 
umn for the publication. 


lew 


Named Fawcett Editor 


Vivian Reade, formerly home 
economist for McCann-Ericksor 
New York, and previously food 
and nutrition consultant for L 
Bamberger & Co., Newark, ha 
been named food and household 
editor of the Fawcett Women‘ 
Group, succeeding Elizabeth Both- 
well, now serving overseas with 
the Red Cross. 


Appoint Foster & Davies 


Alliance Mfg. Company, Alli- 
ance, O., builder of phono-motor 
for the phonograph, radio and 
electronics field, and the Lew: 
Engineering & Mfg. Company, Ai- 
liance, maker of Doo-klip garde 
and lawn tools, have appointe: 
Foster & Davies, Inc., Cleveland 
to handle advertising. Alliance i 
planning a campaign in business 
and industrial export publication: 
to promote fractional horsepower 
motors. 


— Would 


CLEWORTH PUBLISHING CO., 


x 551 Fifth Avenue 


PLASTICS WORLD presents news ais alms ol 
new products and new applications 
in the plastics industry. 

25,000 circulation. 
Standard units $76-$88 
WRITE FOR SAMPLE COPY 

* 


New York City, N. Y. 


| 


Frequency... 


Breadwinner Brigade 


2,673,700 —that’s the number of N. Y. subway 
riders who are main earners of their families. A 
buying audience—and continually in the presence 
of those vivid and hard-selling cards and posters. 


Formula for Selling New Yorkers 


Mass Coverage X Color Impact X High 
the unique combination in 
Subway Advertising. 


New York Subways Advertising Co., Inc. 


630 Fifth Avenue, New York 20, N. Y. 
410 N. Michigan Avenue, Chicago 11, Ill. 
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Yes, Susie frankly admits it: It’s love that makes 
her world go ’round ... and marriage is 


her chief aim in life! 


Even while she’s thriftily investing 10% 

of her salary in War Bonds and carefully 
spending 20% on clothes, Susie’s dreaming of 
Lohengrin and orange blossoms. That’s why 
she and her nine million BG*® sisters are 

the best-dressed, best-groomed girls in 
America... they’re taking no chances on 


looking anything but perfect when “that man” 


smiles his way into their lives! 


Charm, the Business Girls’ own magazine, 


recognizes the logic and importance of that 
marital gleam in every BG* eye, and has 
consistently helped business girls to achieve 
their cherished goal—wedding bells, ringing 
for them. Charm readers know that good 
grooming, fashion wisdom, homemaking ability, 
and all the other talents that add up to 


charm are priceless assets in attracting 


and holding just the right man—for keeps! 


That’s why her magazine is so important to 
Susie. She knows she puts her best foot 


} % i 4 j AZ 
D - 1 ; | IL >. : . * “ 
The Fashion Magazine for the Business Girl 
122 East 42nd Street New York 17, N. Y. 
) . . 
*BG—Business Girl 
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Club Aluminum 
Realigns Agencies 


Club Aluminum Products Com- 
pany, Chicago, has transferred the 
Hammercraft and waterless cook- 
ware division of its account, for- 
merly with Aubrey, Moore & Wal- 
lace, Chicago, to Leo Burnett Com- 
pany, Chicago. Advertising of 
Club glass cookware and cleaning 
products remains with Trade De- 
velopment Corporation, Chicago. 


THE BAKING MNONSTES MAGAZINE 
Bakers Helpers. 


FACT NO. 26 — 


BAKERS' HELPER reports 
news, sales ideas and 
production methods in 
such time-saving style 
that keen-minded bakers 
call it the ‘'most interest- 
ing magazine'' they read. 


BAKERS HELPER  cnicrcon nino: 
270 Broadway, New York,7, N.Y. 


PUBLISHED EVERY TWO WEEKS 


Indiana U. Plans 
Special Course 


in Salesmanship 


Bloomington, Ind., July 24.—An 
intensive sales training program, 
“to assist in meeting the postwar 
need for trained sales leaders,” 
will be established in September 
at Indiana University, according 
to Prof. Brooks Smeeton, market- 
ing division, School of Business. 

The course will be known as 
“The Bowes-Indiana University 
Specialized Sales Training Course” 
in recognition of its origination 
and development by the late Rob- 
ert M. Bowes, president of the 
Bowes Seal Fast Corporation, In- 
dianapolis. Prof. Smeeton will di- 
rect the course. 

The project represents the first 
working arrangement between 
business and education in business 
at the university level to provide 
within a four-month period the 
foundation knowledge for sales- 
manship, Prof. Smeeton explained. 


The course will be promoted by 
sales directors of a number of cor- 
porations and will be taught by 
regular members of the faculty 
of the School of Business and 
other university divisions. 


Veterans Get Attention 


Particular attention in selection 
of students will be given to dis- 
charged war veterans desiring to 
make selling a career, and to men 
now engaged in selling who want 
to increase their effectiveness. In 
some instances corporations will 
pay the expenses of students or, 
in the case of veterans, the differ- 
ence between the G.I. educational 
benefits and the total costs, The 
initial class will be limited to 40 
members. The course will be open 
to men with at least high school 
educations and to all non-high 
school graduates over 21 years of 
age who show qualification. All 
applicants will be given tests to 
determine vocational aptitudes. 

The course will embrace the 
principles of salesmanship, mar- 
keting, business economics, cred- 


its and collections, sales psychol- 


ogy, business speech, business 
English, voice control and ac- 
counting. 


Fenner Named Acme V.P. 


Walter Fenner, formerly export 
manager of Personna Blade Com- 
pany and Pal Blade Company, 
New York, has been appointed 
vice-president in charge of for- 
eign trade of Acme International 
Corporation, New York, a newly- 
formed export organization with 
offices at 200 Madison Ave. Oper- 
ating as a subsidiary, Acme will 
handle the export of Kahn & 
Feldman, Inc., New York silk yarn 
manufacturer. 


Garmise to New Post 


Bert Garmise, subscription man- 
ager of Liberty and_ affiliated 
screen magazines for the past two 
and a half years, has been ap- 
pointed to the new post of cir- 
culation director of the Saturday 
Review of Literature and Encore, 
effective Aug. 6. He was pre- 
viously with Scribner’s in a simi- 
lar capacity. 
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Co-ops to Launch § Gana 
Institutional Ad - 


Series Aug. 15 


Chicago, July 24.—An inst'ty. 
tional advertising campaign 
tended eventually to reach 
newspapers in a_ nine-state 
west of the Mississippi river, ha; 
been projected by Consumers (op. 
operative Association, Kansas 
City, the National Association o; 
Cooperatives here reports. 
campaign is aimed at acquainting 
the public “with the truth a 


farmer cooperatives.” ~ geo 
Lloid W. Clark, former advertis- weiss 
ing manager of the Freeman Jour. —§ ——— 
nal, Webster City, Ia., has been ve 
retained as director of the project, OFFERS 
which will be launched Aug. 15. Jp h"e"ce 
Copy furnished by the CCA wil! seonelle 
stress the taxes paid by farmer paper ad 


cooperatives; will point out how 
the patronage refund system 
works to put additional money 
into circulation in the home com- 
munity, to benefit bank deposits 


1eta 


IT’S WHAT YOU DO WITH 


CELLULOSE FIBRE 


he Se Re 
ai: 


THA 


T COUNTS 


Good Schooling for Peace, too 


War isn’t all boom and blast. Some 
of it is constructive information and 


instruction, of value in peace too. 


For example — the modern printed 
instruction books and guides, used 
in training our armed forces, deal 
with subjects such as aviation, navi- 
gation, mechanics, engineering and 


electronics. 


Thus the Army and Navy have found 
paper and printing invaluable in giv- 
ing a quick, clear understanding of 


a subject. 


In the civilian economy of tomorrow 
there will be vast need of modern 
brochures, booklets, folders and cat- 
alogs—to interest and convince pro- 
spective dealers and consumers—to 


illuminate fine sales points of post- 


war products—to create new markets 
and revive old ones. 


To help meet wartime needs for 
many kinds of papers, Oxford has 
combined continuous research with 
the experience gained in making 
more than 1,000 miles of fine print- 
ing paper every day. This combina- 
tion has given us an unusual fund cf 
knowledge to apply to printing 
problems. And it will prove to be 
equally useful to all users of fine 


printing in the fruitful years ahead. 


Included in Oxford’s line of quality print- 
| ing and label papers are: Enamel-coated 
— Polar Superfine, Mainefold, White Seal, 
| Rumford Enamel and Rumford Litho 
: CIS; Uncoated—Engravatone, Carfax, 
Aquaset Offset, Duplex Label and Oxford 
| Super, English Finish and Antique. 


EEE KKK KEK 


OXFORD 
PAPER 


COMPANY 


230 Park Avenue, New York 17,N. Y. 
MILLS cat Rumford, Maine and 
West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 


and retail sales by the home mer- 
chants; how the co-op provides 
additional employment with addi- 
tional revenue and prosperity for 


groups to sponsor in their com- 
munity newspapers. The service 


of escaping federal income taxes.” 


Kudner Buys Interest 


Edwards 


and through its services will han- 


tors, R. A. Howe & Co., Hawaiian 
Sugar Planter’s Association, Castle 
& Cooke Ltd., Bank of Hawaii and 
other Territory of Hawaii firms. 


4 . ’ 
Disney Leaves ‘News 
Gerald F. Disney has resigned 
as advertising director of the 
Cleveland News to join Buying 
Service Company, Chicago. 


500,000 


WRITE FOR INFORMATI 


KAUFMANN & FABRE CO 


425 S. WABASH AVE 
: "CHICAGO. 


i 


minority stock interest in Holst & 
Ltd., Honolulu, Arthur 
Kudner, Inc., New York, has be- 
come affiliated with that agency 


STOCK PHOTOS 


Ped. 
to Br 


the town, and other economic con- oe 
tributions. publicize 

The CCA will pay no part off) nning 
the space charges, but will fur-R tics 
nish mats for local co-op farmer aid 


products 


will be based on publication of t >= at 
a 70-inch ad every other week inf. rn, 
the newspapers chosen by the Cur oes 
local groups. utah « 

Attention in the campaign wil ilenwe 
be directed to charges made by aid ae 
the National Tax Equality Ass- night be 
ciation that cooperatives are being ‘atte . 
formed for the “asserted purpose > mest 


prises. 
The gi 
Bhan 100 
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dle territorial requirements OM Capt. - 
such accounts as Matson Naviga-fyears as 
tion Company, San _ Franciscofn the U 
Buick, Elastic Stop Nut, Goodyear,™ ublicity 
TWA, U.S. Tobacco, and others. [eanizatio 

No changes in personnel arM#York, B 
planned, with Milton O. Holsin 1943 
continuing as president, and Web-MfTax Fou 
ley Edwards as first vice-president Mprevious! 
and director. Holst & EdwardsMhagan, tl 
accounts include American Fat-fpanizatio 


News. 
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*h 5 (Government Property for Sale 
by RECONSTRUCTION FINANCE CORPORATION 
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esau OFFERS PAMPHLET — Reconstruction 
15 "B@ Finance Corp. offers How to Do Busi- 

~ aie ness with RFC" and lists government 

A wil property for sale in this 900-line news- 

armeri paper ad. Fuller & Smith & Ross is the 

t how agency. 
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 mer-$Pledge Support 


OVides 
add-to Brand Items 

ty fori Chicago, July 24—Pledging 
€con-Minanimous support to ethically 
ublicized brand name products, 
lanning more efficient warehouse 
perations and studying methods 
fo reduce costs of handling food 
products at retail were highlights 
f the board of directors’ meeting 
ff National Retailer-Owned Gro- 
ers, Inc., here last week. 
Current operations were re- 
orted at the meeting by H. W. 
arbers, general manager, who 
aid the plans and policies which 
night be effective in the postwar 
period are being considered now 
o meet the situation when it 
prises. 

The group is comprised of more 
mhan 100 retailer-owned wholesale 
procery houses located in 33 states, 
he District of Columbia and Can- 
nda. These in turn are owned by 
‘Malmost 20,000 independent retail 
‘food distributors. 


art of 
1 fur- 
farmer 

com- 
service 
ion of 
eek in 


artin Opens Office 

Capt. Murray Martin, after two 
ears as a public relations officer 
en the USMC, has opened his own 
i @publicity and sales promotion or- 
fanization at 2 W. 46 St.. New 
fork. Before joining the Marines 
in 1943 he was associated with the 
ax Foundation, New York, and 
previously was with Steve Han- 
nagan, the Robert E. Ramsay Or- 
eee and the New York 
jews. 


olkmar Named V.P. 


Harvey N. Volkmar, account 
executive with Lloyd, Chester & 
Dillingham, Inc., New York, has 
been. named vice-president. Join- 
ing the agency in 1935, Mr. Volk- 
mar has been working on the PM 
e Luxe whisky and Gilbey’s gin 
accounts since 1937. 
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If it’s 
A TEST 


you want... 
: TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popu- 
lation. 
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sms 


Shal’s §1,703,000,000 woth / 


But that’s not all they sell... furniture buyers in furniture and department stores 
invariably buy 2 to 6 additional related lines. 


To operate their numerous departments, these “multiple” buyers need all the 


news and information they can get about all the lines they buy and sell. 


They get the complete news in only one place: twice weekly Retailing—the only 


home furnishings business paper with news coverage that corresponds to the many 


home furnishings departments in furniture and department stores. 


That’s why furniture manufacturers continue to spend more money in Retailing 
than in the next 2 national home furnishings business publications combined. They 


reach 4,304 furniture and 2,063 department stores that do three-quarters of the total 


furniture and department store home furnishings volume. 


market. 


One of a series to show why 
Retailing counts with retail- 


ers who count on complete 


billion home furnishings 


news to operate in the $9 


Furniture buyers in furniture and department stores also 
buy: floor coverings, lamps, radios, major appliances, cur- 


tains and draperies, china and glassware and housewares. 


Chart of actual percentages sent on request. 


*Estimated from Dept. of Commerce “Markets After 


the War” and Census of Retail Trade, 1939. 
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FAIRCHILD PUBLICATIONS: Retailing Home Furnishings » Women’s Wear Daily + Daily 
News Record » Men's Wear © Fairchild Trade Directories + Fairchild Internacional 
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x Announcing a Mew FORBES Gontest/ 
What Are Your Company’s Plans 
FOR EX-SERVICEMEN ? 


For the best plans for rehiring, reemploying or rehabilitating ex-servicemen, for 
case histories of companies who are doing the most—FORBES Magazine offers— 


$1,000.00 


To the worker describing the company that is doing the 
most for its veterans or has the best plan for doing the 
most, FORBES Magazine will award 


Best Plan or Program.............. $500 
i a St eg Se .... $200 
, | a $100 
Fourth to Eighth Best............... $ 50 


(All in face value of War Bonds) [each] 


Like previous FORBES Magazine contests, this one is 
being conducted as a national public service. It will focus 
the spotlight on a subject of vital importance to business 
and the public. It will stimulate better understanding. 
It will unearth and publicize best methods for doing the 
most good. 

This contest is designed to help make the road back 
easier, smoother, by uncovering the best plans and mak- 
ing them available to every employer. What is your 
company planning? What has it already done? Won’t 
you join in this worthwhile undertaking by sending in 
your entry right away? 

The size of the company has no bearing on the merit 
of the plan, procedures or practices. Be sure to send in 
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IN WAR BONDS 


your entry regardless of whether your company’s plan 
serves tens of thousands of returning servicemen or only 
ten! Yours may be the very idea for getting veterans 
back to work and back to normal living that all are 
searching for—that the judges may consider most note- 
worthy. “a 
CONTEST RULES 
1. Open to every employer, worker, everyone in the U. S. 


2. Where entry is in the form of a detailed booklet describing 
a@ company’s reemployment procedures it must be accom- 
panied by a letter (not exceeding 2,000 words) highlighting 
the most unusual features. 


. All entries become the property of FORBES Magazine. 
. The decisions of the judges will be considered final. 


3 

4 

5. Entries or accompanying summary sheet must not exceed 
2,000 words. 

6 


. Entries must be postmarked not later than midnight August 
15, 1945. 


Mail your entry as soon as possible to the 
Contest Editor: 


) (} R h i \ The Magazine of Sound 
Business Interpretation 


120 Fifth Avenue, New York 11, N. Y. 
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There goes Yesterday- but Sitting out the yeas But will you stay 
how about Today? Sweetheart 4 as sweet as you are? 
rameereuees Bel 2 Yemen oe 


ture freshness the word is Mum! 
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TAKES THE COOR He 
OUT OF FEES RATION 


We have thought for a long time that 
the boys and gals who cook up the ad- 
vertising pages for the women’s maga- 
zines fill these with a good deal better 
copy than you find usually in the weeklies 
and the general monthlies. 

Now we think we’ll go a little further. 

We think the people who write adver- 
tising for women do a much better job 
for the most part than the people who 
write advertising pointed principally at 
men. 

Advertising to women aims better and 
shoots straighter nine times out of ten. If 
it is dead serious, as most food advertising 
is, then it is usually relieved by sprightly 
headlines or bright, look-what-you-can- 
make pictures, or both. If it is on the light 
and airy side, as much of the cosmetic and 
fashion advertising is, then it is likely to 
be as deft as a pretty girl powdering her 


You Ought toKnow . 


When Bristol-Myers Company was 
sponsoring Fred Allen on the “Time to 
Smile’ program, Lee Bristol, vice-presi- 
dent in charge of advertising, appeared on 
the show, as a gag. At one point in the 
script when Fred was poking good-na- 
tured fun at a typical 
day in the life of a “big 
executive,” he asked 
Lee what he did first 
when he arrived at the 
Office. “Hang up my @ 
hat,” said Lee. To 
which Fred drawled, 
“Good idea, Lee, be- 
cause if you sat around 
all day with your hat 
on, it wouldn’t be very 
reassuring to the stock- 
holders.” 

But the stockholders 

en’t really had to 
Worry since Lee Bristol took over man- 
agement of the company’s advertising de- 
Partment in 1924. Four years later, Lee 
Was named vice-president in charge of 
advertising and a director, positions he 
as held ever since. 

1944, Bristol-Myers spent more than 
10,000 in magazines, radio and farm 
bu lications—the result of a “boldness in 
advertising” policy which Lee Bristol in- 
Usted 20 years ago and which, he says, 
Na: “long since justified itself.” 

ividing Bristol-Myers’ advertising 
Career” up to World War II into three 


Lee H. Bristol 
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Mum 


TARES THE CDOS 
OUT OF FERSHIRANON 


ee, 
TAKES THE ODOR at i 
OUT OF PERSPIRATION >» 


nose—and as purposeful. 

The Mum advertisements reproduced 
here are a very fair example of this 
sharp-shooting, featherweight type. Let’s 
look at the one that asks the question, 

Sitting out the Summer, 
Sweetheart? 

Surely, you’d say, a gal with that much 
glamour isn’t alone very long. But how wrong 
you'd be! For wherever pretty Mary goes, 
underarm odor tags along to spoil her fun. 

How much smarter to remember this: your 
bath washes away past perspiration, but it 
takes a dependable deodorant like Mum to 
guard against risk of future underarm odor. 

So isn’t it worth a half-minute with Mum 
to be sure of charm protection? Smooth, gentle 
Mum keeps underarms free from offending 
odor all day or evening. You stay bath-fresh 
and sweet. You're nice to be near. : 

This, it seems to us, is pretty effective 


copy. 
And we fail to find any counterpart for 
it in advertising to men. 


e elLee Hu. Bristol 


distinct periods, Mr. Bristol says the first 
important policy decision was to enter 
radio in 1925. Using three stations—in 
New York, Boston and Philadelphia— 
Bristol-Myers became one of the first na- 
tional advertisers to go on the air with 
the “Ipana Troubadours,” with the spe- 
cific aim of promoting the correct pronun- 
ciation of Ipana toothpaste and of identi- 
fying it as the product “in the red and 
yellow tube.” 

Radio was backed up with a regular 
schedule in a small list of magazines. 
About that time, Victor Talking Machine 
gave up its franchise for Page 1 in 
magazines, and Bristol-Myers, believing 
that position to be definitely important in 
securing ad visibility and readership in 
magazines, was quick to take advantage 
of the opportunity and sign for Page 1 
in “an imposing and important list” of 
publications. That was the company’s 
second bold step advertising-wise, Mr. 
Bristol reports, and, although the decision 
did not entail commitments for higher 
rates per page, it did require signing for 
12-time insertions in monthlies, and 13- 
cycle insertions in weeklies. The move 
further entailed an increase in ad appro- 
priation from $200,000 to more than $500,- 
000, and according to Mr. Bristol, ‘‘results 
paid out in the first year.” 

The next important advertising policy 
decision Lee Bristol faced came in 1933. 
The depression was well on its way, but 
the drug industry was late in feeling its 


effect and not until that year did the 
company really face the full impact. 

“Facing that situation,’ Mr. Bristol 
says, “we had two alternatives. Either to 
decrease our appropriation and conform 
to the national recession pattern, or to 
overlook the universal cutbacks and step 
up boldly with an increased appropriation 
which could only result in a competitive 
advantage.” 

Needless to say, with Lee doing the de- 
ciding, the latter course was followed and 
Bristol-Myers increased its budget ap- 
proximately a quarter of a million both 
in radio and linage-wise. 

During the war years, after establish- 
ing itself as a leading advertiser through 
these “brash” steps, Mr. Bristol says the 
company is now following a policy of 
“permitting nothing to occur budget-wise 
which would jeopardize our franchise 
with the public even though some prod- 
ucts are off the market entirely and others 
are severely cut through material short- 
ages.” 

In July, 1944, B-M decided to restrict 
sales of Vitalis to the armed forces, but 
the product is still advertised on ‘‘Duffy’s 
Tavern” and “Mr. District Attorney,” both 
on NBC. Also, early in 1945, curtailment 
on collapsible tubes required a cut-down 
in advertising for Ipana, which is cur- 
rently “rationed” for civilians through a 
policy of supplying “wholesalers and 
other direct accounts on a month-to- 
month basis, based on a certain definite 
percentage of their previous year’s vol- 
ume.” Other B-M products, such as Mum, 
Sal Hepatica, Trushay and Ingram shav- 
ing cream, have not been affected. 

Both the aforementioned NBC programs 
continue on the air through the summer, 
another pet theory of Lee Bristol’s. His 
personal touch to those programs, as well 
as his interest in developing Alan Young 
(American Broadcasting Company) into 
a topnotch radio comedian, are further 
evidence of his interest in radio. 

He feels that with “the rising cost of 
talent, it is becoming increasingly evident 
that fresh new talent should be attracted 
and encouraged. Several publications 
have recently given prominence to that 


idea, one to which I heartily subscribe.” 

Lee Bristol’s interest in advertising 
isn’t restricted to just the policies of the 
company. He was one of the early presi- 
dents of the Association of National Ad- 
vertisers—1930-32—and is still an active 
member of its advisory committee. 
Shortly after his tenure as president, the 
Advertising Research Foundation was 
born and Lee became its first chairman. 
Today, he is a member of the board and 
a member of the administrative commit- 
tee on the Continuing Study of Newspaper 
Reading. 

With the release in June of the sum- 
marized findings in the first 72 studies, 
as well as the May report of Transporta- 
tion Advertising in Newark, Lee Bristol 
says that the ARF has shown the way to 
improved techniques of measuring visi- 
bility, readability and remembrance value 
of advertising. He adds his hope that 
“some day we will achieve an even more 
final and complete measure of effective- 
ness of media. . .” 

One of the initiators of the War Ad- 
vertising Council, Lee Bristol is a member 
of its board. He was the first chairman 
of the Cooperative Analysis of Broadcast- 
ing. He is vice-chairman of the commit- 
tee on home and industry of the National 
Association of Manufacturers, chairman 
of the highways and parkways committee 
of the New Jersey State Chamber of 
Commerce, and president of the China- 
American Council. Those are but a few of 
his many extra-curricular activities. 

Bristol-Myers is doubtless unique in 
that three sons of the founder are now 
serving as major executives. Besides Lee, 
Henry P. Bristol is president and William 
M. Bristol Jr. is vice-president in charge 
of marketing. Lee is the second son, and 
the seventh generation of his family to 
attend Hamilton College. After gradua- 
tion in 1914, he was with the Bishop- 
Calculating Recorder Company and Bris- 
tol-Smith Company before enlisting in the 
Navy as a flier. After the war, he joined 
the sales division of the Prudence Bond 
Company, but came “home” to Bristol- 
Myers in 1924. He lives in Westfield, N. J., 
and has two sons in the armed forces, 
Frederick W. and Lee Jr. 


lhe Pay = Of t NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


By ELON G. BORTON 


Director of Advertising 
La Salle Extension University 


The Pay-Off has just seen advance 
proof on a 32-page booklet which is 
almost a ‘“‘must” for every direct response 
publication advertiser and which will be 
interesting and helpful to many general 
advertisers. 
Called “14 Ways to Key a Mail-Order 
Advertisement,” it is much more than a 
discussion of this one subject. It does 
cover this technical detail thoroughly, 
showing by pictures and descriptions how 
well-known advertisers use one or an- 
other of these 14 ways to check the re- 
sults they get from different publications. 
But it also discusses these 7 other im- 
portant phases of direct response adver- 
tising: 
Keeping a Record of Results 
How to Estimate the Total Pull of 
Any Advertisement 

What to Do About Unkeyed Replies 

How to Select Publications That 
Pay 

Buy Responsiveness — Not Just 
Circulation 

Is the Rate Fair? 

Eight Basic Requirements for a 
Perfect Mail-Order Coupon 

All of these subjects except the last 
have been discussed in The Pay-Off from 
time to time but here they are presented 
from a different angle. For the most part 
the booklet agrees with The Pay-Off con- 
clusions but it goes much more into prac- 
tical details of methods and less into rea- 


son—why explanation. 

In discussing the length of pull of adver- 
tising, the booklet gives a table on 37 
magazines and 8 Sunday newspapers 
showing that the pull in the first 30 days 
ranges, according to the publication, from 
20% to 88%. It shows also that on Sun- 
day newspapers, 50% of the total pull will 
usually come to the advertiser by the fol- 
lowing Thursday or Friday. These tables 
are based on itemized reports by a num- 
ber of typical advertisers, publications 
and agencies. 

The chief points made about selecting 
publications include those The Pay-Off 
has urged—select publications that go to 
your logical prospects and whose editorial 
content is related to your proposition, 
check the methods by which the publica- 
tions gets its circulation, watch for pub- 
lications used by other mail order adver- 
tisers, and analyze the rate. 

The eight requirements for the perfect 
coupon relate mostly to its physical de- 
tails, although the section does stress ac- 
tion—inviting copy and clear statements 
of the offer. This section of the booklet 
could well have been amplified or the sec- 
tion title toned down for these eight re- 


quirements alone do not insure a perfect 
coupon. 

This booklet is being put out by Science 
& Mechanics, 154 E. Erie Street, Chicago 
11, and is offered free to any one who will 
write for it. It is another clever example 
of a promotion piece which primarily 
serves a need of the reader and second- 
arily promotes a product thus making 


surer of larger readership and value 
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Tri-Dimensionals Move 


into St. Louis Station 

Union Station, St. Louis, is the 
third large railroad depot to sign 
with Terminal Advertising Cor- 
poration for three-dimensional ad- 
vertising displays similar to those 
already on view in Grand Central, 
New York, and Union Station, 
Washington, D.C. Diorama Cor- 
poration of America, New York, 
constructs the signs, measuring 
approximately nine by seven feet 
in full color. 

There are 24 such displays rep- 
resenting 19 advertisers now op- 
erating in Grand Central, with the 
Washington total 16 displays. 


Monument Ass‘n Appoints 


Monument Builders of America, 
Chicago, association of monument 
manufacturers, has retained the 
public relations firm of Len Ar- 
nold and Julian J. Jackson, Chi- 
cago. 


Firestone Elects 


R. I. Raycroft, manager of man- 
ufacturers’ sales of Firestone Tire 
& Rubber Company of Canada, 
Hamilton, Ont., has been appointed 
general sales manager. T. M. 
Mayberry, treasurer, and J. H. 
Forman, in charge of production, 
have been named vice-presidents. 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


25 WEST BROADWAY 
NEW YORK 7. WN. Y. 


No Centralized Control, 
Says Surplus Board Head 


Washington, July 26—Since 
Washington newsmen seldom like 
anyone, perhaps it is significant 
that some of the town’s most ex- 
perienced writers concede that 
they were impressed by the first 
press conference of W. Stuart 
Symington, late of Emerson Elec- 
tric, St. Louis, who has inherited 
the chairmanship of the embattled 
surplus property board. 

Probably it was Mr. Syming- 
ton’s frankness that did the trick, 
but when he finished outlining his 
plans for fast disposal of plants, 


Without Benefit 
of Aesop 


Most strikes, without benefit of Aesop, have 
a moral .-. . usually an expensive moral, but 


well worth its weight. 


The recent New York newspaper delivery- 


front of practically a// the city’s newspaper 
plants) the pickets’ placards and voices told 


the public not to buy. The public came and 


men’s strike was one such. It tried the patience 


of public and publishers — almost beyond the 
breaking point. It was as popular as leprosy. 

Jokes about it fell flat on their face. It’s no 
laughing matter to be deprived of your news- 
paper .. . a/] newspapers. The public found it 
was like going without breakfast . . . and no 


ten o'clock coffee either. 


Mayor LaGuardia read the missing funnies 
over the air Sundays. But he thought the strike 
was decidedly un-funny and told the strikers so. 

The radio stations generously tried to fill 
the gap with newspaper round-ups. But you 
can’t make a radio into a newspaper . . . even 


a substitute newspaper. 


In front of the Herald Tribune building (in 


bought. By the thousands...scores of thousands. 


* * * 


A substantial part of the Herald Tribune's 
regular readership went out of its way to get 
its daily paper by going to the Herald Tribune 
building every day — and night. They came 
from all over God’s green acre . . . some of 
them as much as 25 miles. They were put out, 


but uncomplaining. 


Gr... 


The mountain of public opinion would 
come to Mohammed if Mohammed, for rea- 
sons momentarily beyond control, could not 
come to the public. 


You can’t keep the newspaper habit from a 


free people, even temporarily . . . any more 


than you can keep the news. 


ee ORK eee 


Her 


ald Tribune 


By STANLEY E. COHEN, Washington Editor. 


materials and equipment to those 
who would use them to create 
“maximum employment,” there 
was a feeling that this man, who 
demonstrated at Emerson that he 
understood the ways of business, 
might be able to do what Sen. 
Guy Gillette couldn’t do—sell his 
plans to co-members Heller and 
Hurley. ; 

Mr. Symington feels that sur- 
pluses should be channeled to lo- 
cal investors who will put them 
right to work creating new jobs. 
To that end, he is willing to ac- 
cept lower bids from local cap- 
ital, and without blushing, he 
admits that he is counting on the 
Department of Justice to outlaw 
the troublesome options that large 
corporations hold on many gov- 
ernment plants and tools. 

“We’ve got to approach this 
problem with a little social vision,” 
business man Symington says, 
“and create a lot of new locally 
controlled corporations, or this 
country will face centralized con- 
trol of production by a few large 
corporations.” 

* * * 

Tool: Convinced that “Regula- 
tion W,” which requires sizable 
down payments on consumer 
goods, can be important in stem- 
ming demand during the recon- 
version period, the Federal Re- 
serve Board is tightening enforce- 
ment of the regulation, and has 
already obtained a court decree 
restraining the Consumer Home 
Equipment organization from vio- 
lating the order in house to house 
sales in the eastern and central 
states. While the board feels that 
Regulation W will reduce inflation 
pressures, and conserve purchas- 
ing power for the period when 
high employment will be needed, 
consumer credit groups contend 
that the cash purchaser and the 
cash borrower should be on equal 
standing. 

* * * 

Data: Now that Congress has 
slipped out of town without au- 
thorizing the reconversion census 
studies, Ration Book 5 registra- 
tion, which OPA will hold in De- 
cember, takes on additional sig- 


a De ¢ - Je, 7 UY aU, 
nificance as a source of up-to-date 
information about the distribution 
of the U. S. population. Simila 
data, released after school teach. 
ers issued Ration Book 4 on (et 
18, 1943, has provided marke’ ing 
organizations with a lot of usefy; 
population information by « 
ties. 

* * ca 

Technique: Venerable Rep. 
Adolph Sabath was unwittingly 
the gainer, when he arose in the 
House the other day to put in q 
lick for his favorite constituent. 
the white collar worker, who al- 
legedly suffers because “the to- 
bacco trust has wilfully and de! ib- 


erately changed brand names and 
substituted inferior grades of 
tobacco in cigars.’ When Mr. 


Sabath protested that “the public 
is entitled to a decent cigar at a 
good and reasonable price,” Rep 
Chester Gross, from Pennsylvania’s 
cigar-making York County, said 
there was nothing wrong with the 
six centers produced in his dis- 
trict—and he promised to give 
Sabath a box. 

Point-of-view: Rep. Gross, inci- 
dentally, thinks tobacco growers 
are entitled to more money. “] 
will admit that they are probably 
not in dire need and do not need 
it badly just now,” he told the 
House, “but they are good, honest, 
hardworking people who save 
their money. In the tough days 
that are ahead they will need it.” 

oo * * 


Trend: Casper Ooms comes into 
the Patent Office at a time wher 
sweeping changes in law and pro- 
cedure are under study, and als 
at a time when the patent busines; 
itself is looking up. During the 
fiscal year ended June 30, 59,66 
applications were filed, an_ in- 
crease of 19% over the preceding 
year. Besides new patent lav, 
under study by a special presi- 


NO USE TURNING 
CUSTOMERS AWAY 


And yet you may If You 


be doing just that. 
There’s a 7 billion Manufacture 
and Sell 


dollar market you 
COSMETICS 


could encourage 
simply et letting& 
these people know you'd welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage 
But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Ince., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market 


MERCHANDISING DISPLAYS 
with Beauty, Function, and Force 


Ou 


Eye-catching displays awaken the 
buying impulse and convert it into 
buying action. Expertly planned, 
designed and fabricated point-of- 
purchase displays, including metal 
stands, cabinets, merchandisers and 
dispensers are designed to sell,.as 
are Display Guild’s highly individual 
business exhibits. Call Display Guild 
when you are ready to plan your 
post-war display strategy. 
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dential committee, Mr. Ooms will 
probably have his say on the Lan- 
ham trademark bill, which lan- 
cuishes in the Senate patents 
committee, where it has died dur- 
ng the past four Congresses. 

* a ¥ 

Timing: With the first Willys- 

verland civilian jeeps in pro- 
juction, FTC has completed testi- 
iony in its case over the pater- 
nity of the versatile vehicle. The 
record before the commission for 
tudy stands three feet high, con- 
tains 3,600 pages, 500 exhibits, 
and the results of 53 days of hear- 
ngs since April 18, 1944. 

* co * 


Trouble: NAB is trying to ex- 
plain to its members why they 
got their first news about the 
appointment of Justice Justin Mil- 
ler to the NAB presidency from 
American Broadcasting Company 
network commentator Drew Pear- 
son, 
is ok * * 

Announcement: The fourth para- 
graph of a complicated WPB 
press release on procedures for 
importing newsprint, explains that 


none may be imported from 
Europe after Aug. 3.. 
* tk So 

Problem: With the Department 


of Agriculture ordering reduced 
percentages of anhydrous soap in 
household flakes and powders, 
OPA warns that it will examine 
new formulas to determine 
whether prices should be reduced, 
too. Rationing of soaps is out of 
the question, Agriculture Secre- 
tary Clinton Anderson says. 
ok ok * 

Skill: The ingenious surplus 
property salesmen of RFC believe 
250 unneeded barrage balloons 
would make fine raincoats, tents, 
sheeting, aprons, or roofing for 
buses and trailers. Another RFC 
improvisation, trade and newspaper 
advertisements suggesting 
quality piano wire as a substitute 
for other scarce wire, is moving 
the fantastic quantity of piano 


wire from the government shelves. | 


* * 


Business: Commerce Secretary 
Henry Wallace’s Inland Water 
Corporation handled 2,400,000 tons 
of freight last year, but showed 
a deficit of $385,545, after charg- 
ing off depreciation. Water ship- 
ment is estimated to have saved 
the public $1,733,000 on freight, 
however. 

* * * 

Peeve: Newspapers and news 
services are burned up because 
OWI is closing up its foreign news 
service, which relayed enemy 
broadcast material to newspapers. 
To save $70,000, they argue, OWI 


abolishes the one service that 
really helps the press. 
oa * ok 

Progress: Private housing con- 


COLLINS, MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 


7 North Michigan Avenue 
“Chicago 1, Ilinois 


high | 


struction is getting under way, 
NHA reports. If all goes well, 
75,000 private houses will be 
started this quarter, and 400,000 
during the next 12 months. 


Tabery Buys Firm 

The Los Angeles advertising 
and decorating firm of Menard & 
Tabery, Inc., has been acquired 
by Fred J. Tabery, president, 
who becomes sole owner. The 
company expects to occupy a 
newly-built two-story building in 
September. 


Joins Alco-Gravure 


Ray F. Peasback, formerly sales 
manager of Vitex Laboratories, 
division of National Oil Products 
Company, Harrison, N. J., has 
joined Alco-Gravure division of 
Publication Corporation, Hoboken, 
N. J., as sales promotion manager. 


Robinson Joins ‘Cue’ 


Roy Robinson, president of Vin- 
land Corporation, and former 
publisher of the Courier, Newark, 
N. Y., has been appointed promo- 
tion manager of Cue, New York. 


DeNike to Ziff-Davis 


Ed DeNike, formerly sales man- 
ager of the distributor division of 
National Union Radio Corpora- 
tion, Newark, has joined Ziff- 
Davis Publishing Company in an 
executive editorial capacity. He 
will divide his time between the 
Chicago and New York offices. 


‘Go’ to Shorlane-Benet 


Go has appointed the Shorlane- 
Benet Company, New York, to 
handle its advertising. Eastern 
newspapers will be used. 
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Westinghouse Names 2 

G. A. Hyland and William A. 
Mechesney have been appointed 
sales manager and manager of 
the contract negotiations depart- 
ment, respectively, of the new 
aviation gas turbine division of 
Westinghouse Electric Corpora- 
tion, 


Otis Advances Higley 


John L. Higley has been ad- 
vanced from assistant to Pacific 


Coast manager of Otis Elevator 
| Company, San Francisco. 


This is the twenty-fourth of a 


series of statements by aviation’s leaders on THE SHAPE OF FLYING TO COME 


“Jet Propulsion reaches into Tomorrow! 


by ROBERT E. GROSS, President, Lockheed A ircraft Corporation 


“PYODAY, in America’s advanced new types of fighter 
plane, the industry has been able to combine success- 
fully the jet principle with advanced aerodynamic design. 


The result is an exceptionally effective weapon of war. 
While its use will help the war, the true significance of 


jet-propelled warplanes 


reaches beyond that. 


“It reaches into the tomorrow of great cargo planes that 
will combine jet propulsion with other forms of power to 
achieve takeoffs with heavier pay loads, increase economy 


Whether the planes of peace are propellered, jet-propelled, 
or both—they and the ideas behind them must first be 
sold to America’s “test pilot” market. These are the kind 
of air-minded citizens and air-conscious business men 
you think of when you think of the readers of Time. 
For T1MeE’s more-than-a-million families are among 
aviation’s best postwar prospects for planes and air trans- 
port. More than 36,000 TIME readers have a pilot's license 
now; more than 400,000 plan to qualify for one after the 


of operation with low fuel consumption at high altitudes. 


“It reaches into the tomorrow of the private plane, sim- 


plifying or even eliminating complicated present-day con- 


struction and maintenance problems, facilitating mass 


production. 


** And it reaches into the tomorrow of great jet-powered 


transports which with increased speed and comfort and 


reduced noise and vibration, will serve and bring together 


the free peoples of a peacetime world.” 


war. Hundreds of thousands of T1ME-reading executives 


now use the airways to fly their products. Three TIME readers 


in ten regularly take from one to 50 airlines trips a year. 
And wherever they fly, Time flies too. Next time you 


are traveling by air look around 


the plane and see for 


yourself how very many of your fellow-passengers 


are reading copies of Time. For air-minded people are 


Time-minded. They vote Time their favorite magazine 


by a margin of 7 to | over their second choice. 


Believing that the ideas of aviation’s leaders are always of interest to the aviation industry, 


TIME here gives them wider circulation 


in the n 
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ployes in the last couple of years. 
The two boys who are now with 
us show a willingness not only to 


listened to very 


Now 


From our ex- 


associated with Frank Lewis, 
Chicago, are given high praise by 
Mr. Lewis for the interest and initia- 
tive they are putting into their new 


jobs. 


This department is a reader’s forum. Letters are welcome. 


Votes for Their Way 


To the Editor: Many times re- 
cently I have 
sweet-faced ladies, who no doubt 
have sons in the service, asking, 
‘What are we going to do for our 
soldiers and sailor boys when they 
return home to get them back into 
our way of doing things?” 
I wonder, do we want them to get 
into “our way of doing things”? 

About two months ago we em- 
ployed two boys who had spent 
many months in our Navy, one 
who took part in nine major en- 
gagements in the Pacific and the 
other who made five trips across 
in convoy duty. 
perience with them we would 
much prefer employes who do 
things their way, and we have no 
desire to reeducate these boys into 
the habits of some of our em- 


VETERANS—Two Navy men recently 
discharged and now photographers 


Inc., 


learn for their own benefit but 
also to work while learning; they 


are not merely students. These 
boys are courteous, they are will- 
ing, they look for things to do, 
and they use initiative in sug- 
gesting improvements in the lay- 
out of our studio and the han- 
dling of equipment; it is a real 
pleasure to have associated with 
us two swell guys who really do 
work and want to learn. 
FRANK LEwIs, 
Frank Lewis, Inc., Chicago. 
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Defend Lippincott 

To the Editor: As former stu- 
dents of J. Gordon Lippincott, we 
have read with interest and con- 
sternation Philip McConneli’s let- 
ter appearing in your issue of 
July 2. Mr. McConnell and the 
SID understand that Mr. Lippin- 
cott “is a business man and not a 
designer.” 

Mr. Lippincott’s background 
embraces a B. S. degree from 
Swarthmore, where he held high 


13 Years 


ontinuously 


on WMBL..."® 


Mr. Eugene A. Tetzlaff, Pres. and 
Gen. Mgr. of Bergner & Company. 
Illustration shows new moderniza- 
tion program planned for Bergner’s. 


Helped Produce STEADY GROWTH for Bergner’s 


= 


55.6% 


beeist = Ga eS ae? 
W 18 ‘eat OSE. . a 
MBD | 50,000 W. Chicago Stations || Stations 


WMBD Has More Listeners 
Than All Other 


Stations Combined * 


*Conlan Metropolitan Peoria Survey 
February, 1945 


Results shown include every day of 
the week, all hours. 


1.9% 
os 


P| || 28 20 
% “All Other 


P. A. Bergner & Company sponsored their first program over WMBD in 1932. 
Results were so successful they have continued ever since, without interruption. 


Today P. A. Bergner & Company is one of 
Peoria's leading department stores and the 
organization continues to expand. Their third 
branch store is now being opened in a nearby 


city. 


Mr. Tetzlaff, President and General Manager, 
comments: ''WMBD has contributed immeasur- 
ably to our consistent growth. This popular 
radio station certainly reaches the people and 


builds sales." 


FREE & PETERS, INC. 
National Representatives 


honors as the top of the engineer- 
ing class; an M. S. from Columbia, 
which he attended through win- 
ning the Horatio Allen fellowship 
award in national competitions; 
many years of travel covering this 
and the European continent; and 
eight years as lecturer and in- 
structor in industrial design at 
Pratt Institute. 

Mr. Lippincott most assuredly 
is a business man. He believes 
that industrial design is precisely 
what the terminology leads one 
to believe it is . . . and that is 
design applied to industry. Design 
for design’s sake should be so 
labelled. Art and design combine 
with industry to style a product 
to appeal to the consumer and 
perform for the consumer, con- 
sequently selling in greater quan- 
tity for the manufacturer. 

Industrial design and a rigid 
functional soundness make good, 
and make more—business. 

JOHN J. VAN ACKER, 

lst Lt., A. C., Clinton Heights, 

Rensselaer, N. Y. 

JOSEPH G, PERLMUTTER, 
2nd Lt., A. C., North Plain- 

field, N. Y. 


Sees False Premise 
in FEPC Editorial 


To the Editor: The editorial on 
“Fair Employment Practices” in 
your July 9 issue advances a false 
premise when it presumes that 
FEPC legislation now under con- 
sideration in Congress would 
“penalize, by fine and imprison- 
ment, employers who do not rec- 
ognize minority groups on a pro- 
portionate basis of representation.” 

Nowhere in any FEPC bills I 
have read is there any suggestion 
whatsoever that minority groups 
be granted employment oppor- 
tunities on a proportionate basis. 
Supporters of FEPC are desirous 
of ending the unfair practice of 
business firms catering to all 
classes of consumers including the 
so-called minorities while at the 
same time ruthlessly barring them 
from employment opportunities. It 
is in the interest of fair and 
equitable job opportunities for all 
Americans who happen to belong 
to religious or racial minority 
groups that the FEPC bills have 
been drawn. 

Because discrimination against 
Americans of particular creeds or 
color is so rampant, students of 
the problem of racial and religious 
employment discrimination say 
nothing short of a legal safeguard 
with enforcement powers will be 
effective. American industry, man- 
agement and labor should be re- 
ceptive to any plan which would 
extend employment opportunity 
to all citizens. As George Trundle, 
consulting management engineer 
of the Trundle Engineering Com- 
pany, pointed out recently, “There 
are over fourteen million Negroes 
in the United States, and we can’t 
carry on our postwar economy un- 
less these people have jobs. We 
need their buying power.” 

Observant minority groupers 
and majority groupers too, who 
are aware of the dynamic changes 
which are transpiring overnight 
in the world today will smile at 
ADVERTISING AGE’S naive sugges- 
tion that social problems cannot 
be solved by legislation. 

The whole editorial thinking of 
ADVERTISING AGE is exposed in its 
statement: “IF there is racial 
prejudice which denies employ- 
ment opportunities to any groups 

..” If the editors of ADVERTISING 
Ace do not know that “racial 
prejudice .. . denies opportunities 
to any groups,” they are woefully 
lacking in information. 

Ceci. E. NEWMAN, 


Editor Minneapolis Spokes- 
man, Minneapolis. 
= © 


Poster Designer Gives 


Security’ an Assist 

To the Editor: Enclosed are 
reproductions of some of the post- 
ers and calendar layouts I’ve been 
making for the Army over here in 
England. As you see, they deal 
mainly with the theme of security 


ular. Am at present working on 
the Sept.-Oct.- Nov. calendar 
security theme emphasizing the 
enemy situation in the Pacific. 
Prior to entering the Army, 


which was back in April, 1941, I 
lwas a resident of Philadelphia, 
|free lancing in poster design and 
advertising layout. 

Incidentally, receiving AA over 


and have proved to be quite pop-| 


Advertising Age, July 30, 194 
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FOR BRITAIN—This is one of the two- 

color posters prepared for the U. S. 

Army in Britain by S/Sgt. James Pearl, 

former Philadelphia poster designer 

and advertising layout man who joined 
the armed forces in 1941. 


here is really like bringing the 
world of advertising from the 
U. S. right over here onto my own 
doorstep. It’s a great morale 
booster for men who’ve lived ad- 
vertising and hope to continue in 
it after the world settles down 
again. 
S/Set. JAMES PEARL, 
c/o Postmaster, New York. 
=~ F F 


Another Hand-Out 


To the Editor: Whether Busi- 
ness Week’s makeup man_ was 
whimsical or just a bit under the 
weather, the palmist designs 
(‘“Voice,” ADVERTISING AGE, July 
2) showed the most amazing du- 
plicity yet in the application of a 
novel idea, 

But is this hand design really a 
new trick? A few years ago, in 
1491 to be exact, a Nuremberg 
publisher by the name of Anthony 
Koberger put out one of those 
super-duper extra de-luxe edi- 
tions “A Treasure of Religious 
Knowledge” (Schatz behalter). A 
home-town boy and_ promising 
painter by the name of Albert 
Durer supplied many of the wood- 
cuts and probably did some art 
directing. To represent in a 
graphically impressive way the 
inter-relation of the various 
saints, Durer used an image of 
the human hand following the ex- 
ample of the old “chiromantic”’ 
block books. 

Many of these palmist designs 
appear in this Koberger 1491 
tome, today one of the prize pos- 
sessions of the bibliophile. Yes, 
Art Director Durer already 
thought of it—just about one year 
before Columbus was to set sail 
for his voyage to these blessed 
shores. 

If you are looking for something 
new, study the really old! 

O. L. BETTMANN, 

Director, The Bettmann Ar- 

chive, New York. 
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Another Jap Sells Bonds 


To the Editor: The Minneapolis 
war bond committee evidently be- 
lieves as we do—that localization 
of appeal is good promotion. 

We, too, used a quotation from 
a Jap soldier, as did BBDO, in the 
ad you reproduced in your cur- 
rent issue. However, as we were 
unable to obtain a release from 


SALESMAN — Hardware 
Stevens Point, Wis., used a picture o! 
i happy Jap private in its 7th We: 


Mutuals 


| Loan ad, similar in theme to the 


BBDO ad reproduced in AA July 9? 
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Advertising Age, July 30, 1945 


Gen. Sugiyama, we resorted to 
just an ordinary Jap buck 
(toothed) private. 

Incidentally, Portage County 
was the first in Wisconsin to make 
its 7th War Loan quota—and that 
includes E’s. 

PAUL PARKINSON, 

Advertising Manager, Hard- 

ware Mutuals, Stevens Point, 


Wis. 
‘ ) Roe 
4 Those Feminine Curves 
4 To the Editor: Busts and Hips— 
4 Hips and Busts—that is what you 
4 see as you turn the pages in the 


Corset and Underwear Review. 
ie, In planning a campaign for our 
wo client, Chique Creations, we de- 


Pon 


\at junio, te, 
+, 


cided that we had to offer some- 


tion. 

The enclosed proof is the re- 
sult. This is only one of a series 
in which we are using various 
mother-and-daughter animals. 

And—the campaign has. been 
singularly successful in publiciz- 
ing a name, thus far unknown in 
this field, during a period of time 
far shorter than could have been 
achieved with an ordinary type 
campaign. 

ELEANOR I. NEy, 

Publicity Director, Shappe- 

Wilkes, Inc., New York. 
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a Protests Similarity 


tic’ | of War Bond Appeals 
To the Editor: A Mr. Arkady 


igns Leekum was full of lament in the 
1491 June 25 AA because the “Creative 
pos- Man” had put him over a barrel 
Yes, in the May 28 issue, and said he 
pady didn’t like a recent 7th War Loan 
year ad by Calvert headlined “Fox 
sail Hole for Sale.” 
ssed The controversy doesn’t interest 
. me. The lament does. 
hing It does because this Calvert ad 
(which appeared on May 117, 
1945) is amazingly, astonishingly, 
T- unbelievably and—so my friends 
insist—unaccidentally similar to a 
Vaseline war bond ad I wrote 
is years ago, for an early bond drive. 
The ad appeared nationally in 
polis Life and Collier’s in September, 
- be- 1943. 
ition _ My .ad_ was headlined almost 
indentically, but more subtly. My 
from ad was illustrated almost identi- 
1 the cally. My ad spoke of “outside 
cur- exposure,” sarcastically, in the 
were headline—the Calvert ad of two 
from years later speaks of “exposure 
ADVERTISING MANAGER 
| WANTED 
__fere’s a real opportunity with an 
mportant advertiser (one of our 
lients). It’s the job of advertis- 
ng manager for a basic consumer 
| vackaged product, well adver- 
_ ‘ised, widely distributed. It is a 
| ubstantial job with a good fu- 
ire, plenty of room to grow. To 
ive your time and ours, write a 
tter first, giving your qualifica- 
i ons and experience. Interviews 
=" | vill then be arranged. 
als NEEDHAM, LOUIS AND 
» of BRORBY, INC. 
od 5 S. La Salle St., Chicago 3, II. 


thing different to attract atten-| 


not to the soldier’s liking.” 

So I’m interested by the lament 
of the strangely observant and re- 
tentive Calvert copywriter. Don’t 
I have more reason to be both- 
ered? 

And don’t tell me we all borrow 
from Shakespeare, either. 

RALPH BENNETT, 
New York. 
— 


Chicago Junior Adclub 
to Be Reorganized 


To the Editor: As you can well 
realize, the armed forces have 


taken almost the entire member- 
ship of the Chicago Junior Ad- 
vertising Club, with the result 
that for the last couple of years 
the group has been inactive, The 
few remaining members, including 
myself, feel that before long there 
will be young fellows returning 
from service who would be inter- 
ested in reorganizing activities of 
this group. 

For this reason we have de- 
cided to take the balance which 
we had in our treasury as of July 
5, 1945; i. e., $27.20, and turn it 
over to the Chicago Federated 
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Advertising Club, to be used at|one of America’s finest gins, Dixie 


its discretion in reorganizing the] Belle gin, 


made by Continental 


Chicago Junior Advertising Club. | Distilling Company, Philadelphia. 


IRVING LESTER JR., 
Dwight H. Early, Publishers’ 
Representative, Chicago. 


7 F F 


Cites Dixie Belle 


To the Editor: May I take ex- 
ception to the article appearing 
in ADVERTISING AGE on Page 16 
of the July 16 issue? Your head- 
line reads “Gin Ad Promotion 
Meager Despite July ‘Holiday’.” 

There is no mention made of 


Our sales promotion and adver- 


| tising program has been acclaimed 


all over the country. I enclose 
some of our point-of-sale material 
and national magazine schedules 
on Dixie Belle gin and another 
of our products, Philadelphia 
whisky. 

Our agency is Al Paul Lefton 
Company. 

SAMUEL MILLER, 
Continental Distilling Sales 


Company, Chicago. 
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MULTI-BARRELED ROCKET LAUNCHERS, 
mounted on speedy tanks, will go down in history 
as one of the important innovations which gave our 
armed forces overwhelming power. With these 
launchers 60 rockets ... each having the explosive 
power of a 105 millimeter Howitzer... can be fired 
singly or in one tremendous burst. 


There is some question as to who first developed 
rocket bombs. But it was America’s ingenuity and 
manufacturing ability that shattered traditions by 
devising more effective means of using rockets and 
of producing them in unlimited quantities. 


CONSOLIDATED Coadéd/ PAPERS 
AT UNCOATED PAPER PRICES 


In the manufacture of printing paper 
traditions were likewise shattered 
when Consolidated pioneered in 


producing enamel coated papers so 


speedily and economically that costs 
were reduced to those of uncoated 
stocks. This peacetime development 
serves us well in war. 


Paper is needed for many war purposes. 
Many tons must be used in every campaign 
to provide all units involved with com- 
plete maps and details of the operation. 
Paper is needed for writing orders and 
keeping records, and for wrapping sup- 
plies. And paper is essential for printing 
the many magazines, technical journals 
and brochures which keep the nation in- 


IDATED WATER POWER & PAPER COMPANY 


WISCONSIN RAPIDS, WISCONSIN 


formed, help build morale, and.speed-up 
all war efforts: 


Wood pulp and other ingredients of 
paper are also component parts of explo- 
sives, surgical dressings, and other war 
essentials. So paper and the materials of 
which it is made, as well as the labor and 
power going into its manufacture, must 
be conserved. 


The opacity and bulk of Consolidated 
Coated are relatively high, permitting the 
use of lighter weights. This saves paper. 
And Consolidated Coated is manufactured 
with minimum use of man-hours and 
machine-power and with 
lesser quantities of critical 
materials, saving all of them 


for other essential uses. 


wRORUEHON 
DNSELAND 


SALES OFFICES 
135 SO. LA SALLE ST., CHICAGO 3 
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FAMOUS BRANDS 
PRODUCTION GLOss 
MODERN GLOS s 
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WANTED GENERAL SALES 


of Heavy Equipment 


Midwestern manufacturer of hydraulic 
pressure equipment with world-wide 
distribution, seeks a topnotch sales 
manager to head their sales depart- 
ment. The equipment is sold through 
distributors to the construction, oil, 
mining and industrial fields. Position 
is permanent and is open immediately 
to a man of good character and abil- 
ity. Attractive salary and bonus 
offered to outstanding executive who 
is capable of producing results. Make 
your reply complete giving all per- 
tinent information of past record, na- 
tionality, age, education along with 
references. Application will be treated 
in confidence and references will not 
be checked unless permission is given. 
Please enclose a recent photograph 
which will be returned upon request. 
Address Box 6183, Advertising Age, 
100 E. Ohio St., Chicago, Illinois 
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Wilcox-Gay Expands 
Promotion Campaign 


| Wilcox-Gay Corporation, Char- 
| lotte, Mich., with the appointment 
|of Cramer-Krasselt Company, 
| Milwaukee agency, has announced 
| plans to expand distribution and 
|advertising of its Recordio home 
recording radios, blank recording 
|dises and Recordiopoint playback 
needles. 

An extensive trade and con- 
sumer advertising campaign has 
been approved for early release. 


To ‘World Petroleum’ 


Joseph C. Chatfield, formerly 
with National Petroleum News 
and Phillips Petroleum Company, 
Bartlesville, Okla., has joined 
World Petroleum and _ Petroleo 
Del Mundo as managing editor, 
effective Aug. 1. 
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For exciting coverage of 
New Orleans’ big events. . 


Folks turn first to - 


NEW ORLEANS 


EPARTMENT OF 


THE GREATEST 


LOYOLA UNIVERSITY 


SELLING POWER 


IN THE SOUTH’S GREATEST CITY 


50,000 Watts « Clear Channel « CBS Affiliate| 


Represented Nationally by The Katz Agency, Inc. 


Merchandise Mart 
Keeps Same Policy 
Under New Owners 


'Storekeepers' Store' 
Purchased by Kennedy 
Interests 


Chicago, July 26.—With can- 
celation of the customary July 
markets considered only a tem- 
porary setback in the march to 
greater sales, new owners of Chi- 
cago’s huge Merchandise Mart 
vowed this week to continue the 
policies which have made this 
“storekeepers’ store” an outstand- 
ing success. 

Interests representing Joseph P. 
Kennedy, former U. S. ambassa- 
dor to Britain, have signed a con- 
tract for purchase of the Mart and 
are expected to take title and be- 
gin operating the property about 
Dec. 1. The sale was disclosed 
by Hughston M. McBain, president 
of Marshall Field & Co., which no 
longer needs extensive space in 
the building. 


Opened in 1930 


The Merchandise Mart, world’s 
largest commercial building, was 
completed in 1930 to furnish new 
quarters for Field’s wholesale di- 
vision and to provide space for 
other manufacturers and whole- 
salers who wanted a share in 
making the Mart a great market- 
ing center. 

Marshall Field & Co. liquidated 
its wholesale business between 
1935 and ’37, Mr. McBain ex- 
plained, decreasing its Mart oc- 
cupancy from more than 1,000,000 
square feet to less than one-fifth 
that amount. Consequently, it saw 
no need to conduct such a real 
estate operation. 


Kennedy Issues Statement 


Mr. Kennedy, in Chicago during 
the final stages of negotiations, 
said the Merchandise Mart has be- 
come one of the world’s greatest 
market centers and that he ex- 
pects to continue the principles 
and policies of management 
adopted under Field ownership. 
“It is my hope that in years to 
come our success in the Mart 
undertaking will be such as to 
make a real contribution to the 
building of a greater Chicago and 
Midwest,” he said. 

Marshall Field & Co. will con- 
tinue to occupy space in the Mart 
for its corporate offices and the 
Chicago sales offices of its manu- 
facturing division. The present 
staff is to continue, with John C. | 
Goodall, named general manager | 
in March, 1943, continuing in that | 
capacity. He has been with Field’s | 
since 1933 and was assistant gen- | 
eral manager of the real estate | 


ADLESS AD—Mayor La Guardia's 
magnificent radio reading of the 
comics during the New York news- 
paper strike inspired Leo McGivena to 
write a special ad for Metropolitan 
Sunday Comics, but the mayor re- 
fused permission for its 'commercial" 
use. The comics-reading La Guardia, 
as the ad would have depicted him, is 
shown here. 


division and assistant treasurer 
before joining the Mart. 

At the request of the ODT war 
committee on conventions, the 
Mart has canceled—for the first 
time since the war broke out—the 
July home furnishings market and 
the fall and winter apparel mar- 
ket and gift show, also scheduled 
for this month. Developments in 
transportation will determine 
when these markets can be re- 
sumed. 


Sales Volume Is Secret 


Meanwhile, however, the Mart 
is continuing full blast its ad- 
vertising and promotional activi- 
ties, and buyers who can reach 
the city are viewing available 
lines and getting a first-hand pic- 
ture of their future prospects. 

While Mart officials obviously 
could make capital of a figure 
showing the total volume of sales 
by manufacturers and wholesalers 
who operate there, they have been 
unable to hit it accurately. Be- 
cause of competitive lines, Mart 
tenants don’t like to reveal actual 
sales figures. 


‘Buying Power in Billions’ 


The Mart therefore puts the es- 
timate in round numbers—estimat- 
ing a total of 400,000 buying visits 
annually which indicate a volume 
of buying power in the billions. 

In the summer of 1930, soon 
after the Mart doors were thrown 
open, 556 buyers came to the first 
home furnishings market. With 
the exception of 1932 and ’38, an- 
nual attendance at market periods, 
when store owners, merchandise 
managers and buyers flock to the 
building, increased steadily to a 
peacetime peak of more than 35,- 
000 registrations. 

More than 2,000 lines now are 
represented at the Mart, with 
home furnishings accounting for 


. 


two-thirds of the volume, ap- 
parel the remainder. With 3,000 - 
000 square feet of rentable are. 
the building is now 100% occu- 
pied, one-third by the governmen: 


Spurs Coordinated Buying 


The Mart, which has had fey 
imitators despite its success, 
credited with a major triumph 
helping make coordinated buyi: 
of related lines by the retailer on 
of the standard procedures in mer- 
chandising. A survey conducted 

t 
I 


vasa = 


om 


by the Mart in 1936 showed tha 
the average retail store buyer 
bought at least three different 
lines. This estimate was supported 
by a 1938 survey conducted by 
Ross Federal’s research division. 
A more recent study by the Mart 
showed that 78% of the buyers 
were interested in four lines or 
more, with 21 interested in more 
than six lines. 

In normal times, Mart occu- 
pants conduct an_ international 
home furnishings market in Jan- 
uary and July, as well as a gift 
show; mid-season home furnish- 
ings market; china, glassware and 
pottery market; women’s, chil- 
dren’s and infants’ wear and ac- 
cessories market; Chicago Corset 
Week, and men’s and boys’ ap- 
parel market. Retailers not only 
buy supplies for the immediate 
future but go away with an on- 
the-spot picture of the latest mer- 
chandising trends, and new pro- 
motional, advertising and display 
ideas. A single trip can eliminate 
half a dozen visits to suppliers of 
related lines whose “shops” other- 
wise might be located anywhere 
in the Midwest. 


San Francisco Has Mart 


New York has no counterpart of 
Chicago’s buying center, although 
Grand Central Palace can house 
periodic shows. San Francisco has 
its Western Merchandise Mart, 
which currently is sending a 48- 
page portfolio of available mer- 
chandise to 7,500 retailers in 11 
western states. The two-color 
booklet is substituting for the tra- 
ditional summer market, canceled 
after 30 years’ continuous opera- 
tion because of the war. 

Dallas is considering the advis- 
ability of establishing a furniture 
mart to take advantage of the 
trend in “ensemble buying,” and 
in Kansas City the Advertising and 
Sales Executives Club is sponsor- 
ing a merchandise center which 
may swing into operation this fall 
(AA, April 30). Other major 
cities, of course, boast furniture 
marts and exhibition buildings, 
but not on the Chicago scale. 


Uses Trade Publications 


The Merchandise Mart, with a 
$100,000 budget, currently is ad- 
vertising in about 50 trade pub- 
lications, through Aubrey, Moore 
& Wallace. It has been conducting 
two campaigns emphasizing the 
value of the entire Chicago mar- 
ket to wholesalers and manufac- 


AMERICA’S NO. 


Two-mrtr10" 
Primary, half- 
urban, half-rural, 
in 62 counties of 
Indiana, Ohio, 
Michigan. Basic 
Blue Network. 
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own news bureau, 
reporters who cover regular 
ts’ in the building to develop 
city stories and uncover can- 
tes for a syndicated mat serv- 


anada and South America. 
Because of show cancellations, 
he Mart has suspended mailing 


f 90,000 invitati 


buyers, 
ribution of an 


5s own 
itions, for hom 


pparel buyers. 
ctivities 


m normal years 
but it is continuing dis- 


ons sent annually 
to accredited 


estimated 35,000 


uyers’ guides and publication of 
“Merchandise Mart Re- 
iew,” issued twice a year in two 


e furnishings and 
Its promotional 


also embrace a mer- 
handising service bureau, to an- 
yer individual questions of buy- 
rs; semi-annual apparel clinics 
nd “What’s New” clinic books. 
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Paul B. Zimmerman, formerly 


ice-president of 
sion 
etroit, has 
en elected ex- 
utive vice- 
resident of 
onitor Equip- 
kent Corpora- 
on, New York. 
e will also be 
vice-president 
the manage- 
lent company, 
_K. Quinn, 
ic, New York. 
Mr. Zimmer- 
lan was for- 
erly vice- 
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arge of sales, 
org-Warner 
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Corporation, 
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Electric Company, 


estinghouse, G-E 


ancel Lamp Agreements 
Westinghouse Electric Corpora- 
Pittsburgh, 

Company, 


and General 
Schenectady, 
cancellation, by 
of existing lamp 


ense agreements between the 


Under terms of 
ach company had 


anted the other a non-exclusive 


license enabling 


keh to use lamp patents owned 
id controlled by the other. 
For the first time since the be- 


nning of the war, the lamp divi- 
on of General Electric Company, 
leveland, will return to news- 
aper advertising around Sept. 17. 


lans call for the 
epers in 110 citi 
ast. The 


schedule 


use of 187 news- 
ies from coast to 
will be 


ndled by Foster & Davies, Inc., 


leveland, 
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Beatrice Mabie, Inc., 


‘metic house, 


St. Louis 
absent from the 


clonal advertising scene for the 


five years, 


has released a 


ledule of newspaper ads ap- 
‘aring in 29 newspapers in the 
‘st and Midwest. First copy ap- 


are in July 1 
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srs on One hand, and to buyers 


Ralph De Palma 
Joins Doyle Corp. 

_Ralph De Palma, retired auto 
race driver, has been elected vice- 
president and sales manager of 
Doyle Mfg. Corporation, Syracuse, 
N. Y. Mr. De Palma, who set 
many auto racing records still un- 
broken, has held merchandising 
posts with Standard Oil Company 
of New York, Ford Motor Com- 
pany and the Cadillac division of 
General Motors at Detroit. 

Doyle Corporation has for 
several years produced precision 


|aircraft equipment and expects in 


the future to engage in the manu- 
facture of apparatus and equip- 
ment both for home and indus- 
trial use. 


Geary Joins American 

William Geary has been ap- 
pointed to the sales promotion 
staff of the American Broadcast- 
ing Company’s western division. 
Formerly with the Franklin In- 
dustrial Advertising Corporation, 
he replaces Leo Tyson, who re- 
signed to open his own talent 
agency. 


Directs N. J. Papers 


Howard P. Ruggles, formerly | 


president of Ruggles & Brainard, | toy manufacturer. 


Inc., has been appointed manag- | 
ing ‘director of the Quality Week- 
lies of New Jersey, a group of 14 | 
newspapers. 


More & Co. Adds Three 


C. Church More & Co., Los An- 
geles agency, has added three new 
accounts: Duplex, Inc., Los An- 
geles, manufacturer of Suplex 
sash balances; Children’s Wish 
Mfg. Company, Los Angeles, pro- 


| 
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|ducer of place mats, puzzles and 
serving trays for children, and 


| Juvenile Products, Pasadena, 
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Institute Survey Shows 
Grocers Sell 15°/, of Wine 


A preliminary survey reveals 
that 14.91% of the total volume 
of wine sold in the U. S. is dis- 
tributed through food stores, the 
advisory board of the Wine Insti- 
tute has announced. 

Grocery stores, chain _ stores, 
markets and delicatessens are in- 
cluded in the total of 21,386 food 
stores located in 26 states and the 
District of Columbia where the 
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sale of wine is permitted in groc- 
ery shops, according to the sur- 
vey. The 21,386 distributed 14,- 
075,720 gallons of wine in 1944, 
it discloses, and approximately 
85% of all the wine consumed in 
the U. S. is sold by the package 
through 60,881 outlets, including 
beverages package stores, food 
stores and drug stores. The re- 
maining 15% is sold through 149,- 
324 restaurants, hotels and other 
places where wine is consumed on 
the premises. 


Detrola Merger Approved 


Approval of the merger of Utah 
Products Company, Chicago, and 
Universal Cooler Corporation, 
Marion, O., into International De- 
trola Corporation, Detroit, Mich., 
was granted last week by the 
boards of directors of the three 
companies. 

“The merger proposes uniting 


- | industries which in their last fiscal 
¥| year had aggregate sales of $132,- 
CTURES. | 000,000,” C. Russell Feldman, De- 
*\/trola president and board chair- 
-|man, 


said. The companies held 
net current assets in May, 1945, 
totaling more than $8,000,000 and 
have 7,500 shareholders. They and 


their subsidiaries own or operate | 
a total of nine manufacturing | 
plants in this country and two in | 
Canada. In addition, there is an | 
affiliated manufacturing and sales 
company in Argentina. 


Dun & Bradstreet Lists 
Opportunities for Vets 


In a 40-page study of “Oppor- 
tunities in Retail Trade for Ser- 
vice Men,” just published by Dun 
& Bradstreet, New York, veterans 
are told the opportunities, re- 
wards and risks which retail 
trade offers. The brochure in- 
cludes a study of operating and 
expense ratios in the retail groc- 
ery field, offering a comparison 
of the years 1939 and 1943. The 
company has available upon re- 
quest a set of operating ratios 
covering 50 retail and_ service 
lines based on its nationwide sur- 
vey of retail outlets in 1939. 


Adds Nor Jay Account 


Nor Jay Company, Detroit man- 
ufacturer and distributor of auto- 
motive specialties, has appointed 
W. B. Doner & Co., Detroit, as 
advertising counsel. 
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petroleum industry. 


jobs 


Millions of dollars in 
equipment is 


new 
now needed. 


The services of any company 


that can contribute to the 
resumption or acceleration of 
output will be in demand. 
Present plans for the exten- 


sion of world air lines are 


going to require the intensive 


operation, plus the most mod- 


WORLD PETROLEU Ms, ; 


ern and efficient operation of 
every foreign oil field. 


No longer will two-thirds of 
the world’s oil supply stem 
from the United States. The 
rest of the world will be de- 
pended on to produce a con- 
stantly increasing  percent- 
age. 


with 
this rapidly moving drama in 


Management’s contact 
business is 
through the 
WORLD PETRO- 
Editorially the latest 


international oil 
made regularly 
pages of 
LEUM. 


2 WEST 45TH ST.@ NEW YORK 19, N.Y. 


READ BY OIL EXECUTIVES EVERYWHERE: 


news and developments appear 
side by side with the adver- 
tisements of far-seeing, for- 
ward looking ambassadors of 
good business. 


72% READ AT HOME 


Selected and controlled circula- 
tion of 

WORLD PETROLEUM 
is the advertiser's guarantee that 
his message will be delivered to 


every important management 
factor in the international oil 
industry. 72% of its readers 
receive WORLD PETRO- 
LEUM at home. 


me 


<' 


UNDER THE 
MANAGEMENT OF 


REX W. WADMAN 
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Joan Schutter, daughter of Robert L. Schutter, the Chicago cai dy 
company’s president, became the bride, recently, of Lt. Rober: F 
Sholty in Wilmette, Ill. The young air forces officer is the son of 
Les Sholty, vice-president and manager of Maxon’s Chicago office 
Rod Maclean, ad mgr. of California Bank, Los Angeles, has a poem 
entitled “Hey Diddle Diddle’ on Ted Malone’s “Between the Book 
Ends” page of the August Good Housekeeping... And “Spike” 
Kenyon, ad mgr. of S. California Edison, has been elected chairn ay 
of the Alumni Association of Occidental College, Los Angeles. . 

M. G. “Red” Walther, on leave as v.p. of the Russell T. Gray 
agency, Chicago, was inducted into the Navy July 7... Lt. Col, 
Leonard M. Masius, of Masius & Fergusson Ltd., successor to the 
former London office of Lord & Thomas, is in New York, on termi- 
nal leave from the Army. 
Col. Masius has just re- 
turned from three years’ 


service in the European 
theater, where he was 
awarded the Legion of 


Merit last September. . . 

A group of nine men, 
fishing six days at Mike 
Ament’s camp, Sioux 
Lookout, Ont. a few 
weeks ago, caught 448 
game fish of legal size. 
For the admen in the 
bunch, the catch stacked 
up thus: C. Wendel 
Muench, Chicago agency 
head: 9 muskies, 33 bass, 
7 pike; Ralph Leaven- 
worth, Fuller & Smith & 
Ross, Cleveland: 9 mus- 
kies, 32 bass, 3 pike; E. T. 
Morris, Meldrum & Few- 
smith, Cleveland: 12 muskies, 12 smallmouth bass, 12 northern pike 
and Joe Godfrey Jr., Collier’s, Chicago: 7 muskies and 48 small- 
mouth bass... 

The boys on Chicago’s Boul Mich have been congratulating Joseph 
F. Brown, space buyer at Reincke, Ellis, Younggreen & Finn. Joe's 
73rd birthday came along on schedule, July 18... 

W. F. G. Thacher, prof. of advertising and English at the Univer- 
sity of Oregon for 31 years, and well known among admen of the 
West, is leaving for England to become a member of the faculty of 
the Army University Study Center there. Granted a leave from the 
university, he will teach advertising to members of the armed 
forces. .. Luther G. Andrews, pres. of Andrews Advertising Com- 
pany, Lincoln, Neb., was host at an open house July 27, in celebra- 
tion of the agency’s 10th year... 

Herbert G. Drake, gen’] promotion mgr. in charge of advertising 
for Macfadden Publications, is promoting the arrival of 7 lb., 4% oz 
Jimmy Holden Drake, born at Norwalk Hospital, Norwalk, Conn., 
July 12... P. W. Litchfield, chairman of Goodyear Tire & Rubber, 
several weeks ago pinned the 30-year service marker on Harry E. 
Blythe, v.p. & gen’l mgr. of Goodyear Aircraft Corp. The occasion 
was further observed with a luncheon in Blythe’s honor. . . The 
July issue of Writer’s Journal profiles Good Housekeeping ed 
Herbert R. Mayes... 

Martin Ficke, of New York publishers’ representative, Billings- 
lea & Ficke, learned recently via a postal card from George P. 
Millington, Philly rep. for Better Homes & Gardens, that sons 0! 
the two men were “occupying” adjoining cabanas on Tinian Island 
where they are active in B-29 operations. Maj. Robert Ficke and 
lst Lt. George P. Millington Jr., jokes the elder Millington, are 
“spending a few months in the Pacific with some business associ- 
ates and a group of friends.” 

Blaine G. Wiley, promotion mgr. of Factory Management and 
Maintenance, Coal Age, and Engineering & Mining Journal, and 
Harriet Boyd, headquarters sec’y of Nat’l Industrial Advertisers 
Ass’n were married July 25 in New York. Best man was his 
brother Bruce. Blaine Jr., naval aviation cadet stationed at Miami, 
and Seaman Bob, awaiting sea duty at San Diego, were unable to 
attend. The couple will live at London Terrace, Manhattan. 

Frank L. Walton, v.p. of the New York selling house of Callin 
Farish, is author of “Thread of Victory,” to be published by Fatr- 
child on Aug. 15. The book relates the story of conversion «nd 
conservation of the textile & apparel industries for war, and [-a- 
tures Mr. Walton’s two and a half years as former chief of ‘hé 
textile, clothing, and leather div. of WPB. . . Walter Craig, re“ 
director of Benton & Bowles, was one of the guest arbitrators 
the WMCA “Labor Arbitration” program July 19... 

Weston Smith, director of Financial World’s annual survey 
company reports, is preparing a Sept. dinner meeting at w! 
time he’ll disclose details of a plan to give “Oscars” to the 
annual reports. Current information is that a trophy will be g) ° 
to the Ist & 2nd best in each of 50 industries; a gold award to ‘"* 
lst and 2nd best in all industries, and awards for the best cr: @! 
designs. Well known sculptor Rene Chambellan, who designed 
Pabst Award and various G-E and Westinghouse medallions, 
work out designs for Financial World... 

A bride-to-be is Sgt. Rachel Ellen Hotaling of the Ma "§ 
Corps Women’s Reserve, formerly art director of Fuller & S:'' 
& Ross, now stationed in Washington in the editorial dep 
the Marine Corps magazine, Leatherneck. The prospective g! 
is Sgt. Theodore W. Hermann, USMCR, in the art dep’t of Leat 
neck and art director of Military Digest... 

Among those marking time, but with an eye to the futur 
Chief Specialist Irving Jaffee, undefeated Olympic and w 
speed ice skating champ, and formerly nat’l sales mgr. fo! 
Jaffee Olympic Champion ice & roller skates lines, who 
just been honorably discharged after three years with the (¢ 
Guard. He'll be back in the field when conditions permit - 
of ice & roller skating outfits again... 


TOKEN—Friday the 
Charles Higgins picked to leave MBS for 


13th was the day 


William H. Weintraub & Co., New York 

agency, so Z. C. Barnes, Mutual's vice-presi- 

dent in charge of sales, left, gave him a 
black kitten as a token of good luck. 
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Jeen-Agers Ready 
New Service for 
Jeen-Age Market 


They Know All or 
Find. Out All for 


Admen and Agencies 


Chicago, July 26.—If you want 
to know how the jive crowd talks, 
or what the teen-agers are think- 
ing about, or why they buy this 
product and don’t buy that, Gil- 
Bert Teen Age Services is pre- 
pared to tell you, in either single 
or double talk. 

The new service, currently op- 
erating out of desk space in the 
333 N. Michigan Ave. building, 
but with ambitious national plans 
which have struck a _ responsive | 
spark in the middle-aged hearts | 
of scores of Chicago agency men, | 


is the brain child of Eugene Gil- 
bert, 19, 1944 graduate of Chi- 
cago’s Senn High School, who’s 
shooting up and down Michigan 
Ave. instead of the Pacific islands | 
because of a hip operation which | 
doesn’t seem to interfere with his | 
thinking or his salesmanship. 

Gilbert and some pals were idly | 
coking up at their favorite refresh- | 
ment stand some months ago when | 
the idea of a service organization 
devoted exclusively to the likes | 
and needs of the teen-age field 
sprang into being, and although 
the intervening months have de- 
pleted the ranks of founding | 
fathers, young Gilbert has gone 
blithely on his way. 


Moves National 


Now, in addition to an “office,” 
he has contacted practically every 
agency in Chicago, reports that he 
has already done jobs for a shoe 
store, a department store and a 
dairy (through its agency), and 
is set to move on in a big way. His 
most important success to date has | 
been his appointment by Will | 
Grant as teen-age consultant for 
all the Grant offices. By the first 
{ the year, he says, his unique 
rganization will cover 30 cities, 
and he has already made arrange- 
ments, he says, to have local 
Junior Achievement boys set up 
similar and connected operations 
n New York and Indiana. 

Gilbert’s formal introduction to 
Chicago agency circles came via a 
two-page letter which announced 
that “It isn’t all cokes and jive in 
ur crowd,” and offered trends 
and buying habits surveys, copy | 
“that talks to the guys and gals | 
in their own language,” as well as | 
“tresh ideas, original art layouts, | 
groovy stuff” and advice on any | 
problem concerning teen-agers, | 
their market and influence. 


Explains the Setup 


Here’s how it works: | 

We are a group consisting of every | 

1 in the city and the suburbs. This 

us an extremely accurate all- 

r picture of the way the teen-agers 
talk and even think. 

machinery is relatively simple. 

‘h school we have the “Joe Guns” 


i NEWSPAPER FOR SALE 


Eest Opportunity in Ten 
Years 


5-year old Southern New England 
dey evening newspaper, city of 45,- 
population. Equipment a Duplex 
utular press with full stereotype 
G.ipment, prints |6-page standard 
| 9° 32-page tabloid size, at 30,000 
| Pe hour. Seven linotype machines, a 
\uiow & Elrod, plenty of chases, 
‘orm tables, ete. Grossing $65,000 
tnrually, but will guarantee $100,000 
he end of the year. Not listed 
| ‘or sale, but can be bought. Full 
Ses) sale only for $100,000. 

urry—this is it! 
| Sox 6185, ADVERTISING AGE 
230 W. 42nd St., New York 18, N. Y. 


—. 


> © 
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that the stadents look up to. These| consists of the best informed teen-| lic high schools on the north 
are the most popular | agers in their respective schools. Their 
students in their classes. They have| knowledge plus our statistical infor- | : e — 
knowledge of the particular| mation is definitely a terrific combo, | handles Catholic schools. Both are| copywriter since May, 1944, has 
habits, customs and language of their| in seeing your way clear of a teen| high school students, and Jean,| been appointed copy director of 
| whose father is with Export Ad-|the network advertising 


fellas and gals 


fellow classmates. 
natural for any survey and consulta- 
tion work that you may require. 


school by supervisors whose main job 
that all surveys taken are 
done absolutely correct ee ae ce it. eh? 

se students are responsible in turn gee ; ? : 
piag "aiatrics dtr All of our Gilbert is president of Gil-Bert 
research is machine tabulated and can| Teen Age Services, and members | 
be broken down in as many divisions 


of Chicago, and Jean Fergus, who 


This makes them a| Problem or promotion angle. 

If you Ever need some specialized | 

; | was ormerly 

school who are plenty darn good at | of the group who has any dinect | Yon sO ern 
pushin’ the paint brush around and relationshi with the advertisi ’ . 

! ising | 
as far as Jive Copy, well, who can|p ines P 6 | Post and the U 
write it better than those who speak | 2US1NE€SS. | pany, Chicago, 


is guided in each 


side | NBC Promotes Blake 


Richard Blake, with NBC as a 


“High-Art’ we have students in each | Vertising Agency, is the only one|™Motion department. 


43 


and pro- 
Blake 
New 
Evening 
. S. Gypsum Com- 


SAY STReerT 


of his board of directors ogee 


board undoubtedly Richard Henson, who covers pub- TORONTO, MONTREAL, WINNIPEG, REGINA. 


GIBBONS KNOWS CANADA 
ADVERTISING J. J. GIBBONS LTD. MERCHANDISING 


CALGARY, EDMONTON, 
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JUDY O'GRADY ano THE COLONELS Lapp 


Bietwaee these two extremes are twenty million women—young, 
married, most of them mothers—who are 18 to 35. They are in the 
acquiring, replenishing years. They need more and buy more than 
women of other ages. 
In the vanguard of this natural market are a million women who 
are outstandingly active, progressive, ambitious. And in their con- 
stant efforts for self-improvement, for themselves, their children 
and in their homes, they buy SECRETS because it helps them with 
their personal problems, and guides them in the fulfillment of 
their desires. 
The SECRETS market delivers a million Self-improvement Seekers. 
This powerful impetus distinguishes them and makes them the peak 
purchasers of the great middle class. 


SECRETS is also read by four million other women who are intimates of the purchasers’ circle. 


Sete 


“The Magazine of Dramatixed Self-Improvement” 


THE 18-35 
403 West 8th St, MARKET 


Los Angeles 14, Calif. 


100 No. LaSalle St. 
Chicago 2, Illinois 


67 West 44th St. 
New York 18, N.Y, 
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War Fund Seeks 
$115,000,000 in 
October Campaign | 


New York, July 26.—The third 
nationwide appeal of the National 
War Fund will be launched in 
October. All major media will 
be utilized in approximately 10,- 
000 communities throughout the 
country in an effort to raise $115,- 
000,000. 

Thomas D’A. Brophy, president 
of Kenyon & Eckhardt, New York, 
and chairman of the public rela- 
tions committee of the fund, told 
ADVERTISING AGE that more than 


Do you know the © 


BAKERY MARKET? 


See Bakers Weekly's . 
“Aditorial’” on page 20, this 
issue, Advertising Age 


40,000,000 contributors oversub- 
scribed the same goal last year. 

Copy theme this year will be 
the continuing need of the various 


| organizations comprising the fund 


and will point out that the mil- 
lions of men in the armed services 
will still be giving their best until 
the war with Japan is over. 


Ad Sizes Reduced 


A 64-page portfolio has been 
prepared containing samples of 71 
advertisements. Due to the tight 
paper situation, emphasis has been 
placed on insertions of smaller 
size than last year, with only two 
full-page advertisements _illus- 
trated. More than half the sug- 
gested ads are under 600 lines. 

One advertisement shows a boy 
behind a barbed wire fence and 
is captioned “Stepping Out To- 
night?” Copy advises merrymak- 
ers to think and remember “Some- 
where, 5,000 miles from home, 
thousands of Americans are sit- 
ting it out in boredom, with only 
the ragged music in their ears of 
the clipped shouted orders of .the 
enemy.” Readers are told that 
their contributions can alleviate 
boredom because the fund sup- 
ports the War Prisoners’ Aid. 


Ads Cover War Services 


Other advertisements inform the 
public about the activities of each 
of the 19 war-related organiza- 
tions such as the United Service 
Organizations, United Seamen’s 


Service, War Prisoners Aid, etc. 

More than 400 copywriters, pub- 
licity writers, magazine writers, 
radio writers, promotion people 
and artists volunteered to prepare 
the portfolio. Also aiding the 
committee in preparation of the 
material were OWI, War Adver- 
tising Council, American News- 
paper Publishers Association, Pe- 
riodical Publishers Association and 
the War Advertising Committee 
of the Motion Picture Industry. 

Besides Mr. Brophy, the chair- 
men of the other committees are: 
Publication advertising, John P. 
Cunningham, Newell-Emmett 
Company, New York, with John 
Sterling, This * Week Magazine, 
New York, co-chairman; radio ad- 
vertising, Joseph R. Busk, Ted 
Bates, Inc.; outdoor advertising, 
Paul Holder, McCann-Erickson, 
New York, and magazine pub- 
licity, Robert N. Linscott, Random 
House. New York. 


Shafer Promoted 


John S. Shafer has been ad- 
vanced from assistant sales man- 
ager to assistant general sales 
manager of Hawaiian Pineapple 
Company, San Francisco. He has 
been with the company since 1923. 


Koral Labs to Spector 


Koral Laboratories, Mt. Vernon, 
N. Y., maker of Koral tooth 
powder, has appointed Raymond 
Spector Company, New York, to 
handle its advertising. 


(Colossus on Wheels 


Gas, not oats, now fuels most of 


the horsepower on our farms 


The American farmer owns more than four million automobiles, 


drives over a million trucks, operates two million tractors! 


Such 


is the vast power plant that turns the wheels of America’s biggest 


industry. 


Yes, farming is America’s biggest industry . . 


people . . . ranks first in 


- engages more 


dollar volume. Last year the 


farmer’s income hit another new high, nearly 28 billions. 
His accumulated savings likewise soared. Today he has 
nearly 14 billions in cash and War Bonds! 


Keep your eye on this economic Colossus; with his 
giant income and giant savings he’s one of the big- 


gest and brightest prospects in sight! 


farmers give 


other magazine gives the 
Agriculture, and farmers know it. 


His family 


and rural neighbors account for nearly 40% of 
America’s consumer purchases. 


And now, with 


an income secure, and needs immense, Colossus 
may shortly break all buying records. 


Any wonder we say keep this powerful citizen 
in mind? And when making advertising plans 
remember his favorite magazine? 


No other farm magazine enjoys the preference 


Country Gentleman. For no 


same service to 


A CURTIS PUBLICATION 
No ! ith FARMERS—RURAL DEALERS— ADVERTISERS 


What business can ignore 
the farmer’s strength ? 


ie 


Your Community 


War Fund 
Representing the National War Fund 


APPEAL—This 750-line ad is one in a 

portfolio containing 71 sample ads pre- 

pared for the National War Fund drive 
opening in October. 


ANPA Adds 750th Daily 

With the addition of El Impar- 
cial, San Juan, Puerto. Rico, 
American Newspaper Publishers 
Association membership now to- 
tals 750, the highest record in 
the association’s 59 years. 


Noma Promotes Ward 
Joseph H. Ward, a director in 
charge of sales and distribution of 
Noma Electric Corporation, New 
York, since 1938, has been ap- 
pointed executive vice-president. 


Joins Dell Ad Statf 


R. M. Silvester, recently dis- 
charged from the armed forces, 
and formerly with Collier’s and 
Macfadden Publications, New 
York, has joined the advertising 
sales staff of Dell Modern Maga- 
zines, New York. 
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Purchase Place 
of Postwar Radio 


Undecided by 64°. 


Chicago, July 24.—With 64% o 
the public not sure where it wil 
buy its postwar radio, according 
to a survey made for John Meck 
Industries, Inc., the need for a 
consistent public relations pro- 
gram on the part of service men 
and dealers was emphasized this 
week by Mr. Meck, president of 
the radio manufacturing company. 

He pointed out that the poten- 
tial reward for good salesmanship 
is based on the prediction by man- 
ufacturers of a national demand 
for 100,000,000 radio sets within 
the first five or six postwar years. 

The 17-city survey revealed that 
25% of the public will buy its 
sets from radio stores, while only 
6% indicated department stores 
and 5% music or furniture stores 
as the place of purchase. The con- 
sumer check indicated that the 
first full year of production would 
result in between $250,000,000 and 
$500,000,000 of radio sales. 


Twamley Heads WLIB 


Edgar H. Twamley, formerly 
director of WBEN, Buffalo, and 
more recently in the Office of 
Strategic Services, has been ap- 
pointed general manager of 
WLIB, New York station owned 
by Dorothy S. Thackrey, owner 
and publisher of the New York 
Post. He succeeds Marvin Berger, 
secretary of WLIB, who has been 
acting general manager. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 
SINCE 1928 


LOS ANGELES 
GARFIELD BLDG. 


RUSS BLDG. 


e FRANCISCO 


ST. JOSEPH 
MISSOURI 


FARM MARKET 
bess 


STRAWBERRY | 
SHORTCAKE ror 


EVERYONE OF 4,316,72! 
PERSONS IN THE STATE 


PRODUCED YEARLY IN 
ST JOSEPH, MO. FARM TERRITO 
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Advertising Age, July 30, 1945 


Export Group Will 
Offer Advertisers 
Basic Market Data 


New York, July 27.—Advertis- 
s and agencies will be offered 
asic marketing data for foreign 
ountries by the Joint Committee 
on Export Marketing Research, 
according to Chairman G. Allen 


Reeder, advertising director of 
Carstairs Bros. Distilling Com- 
pany. 


The committee, sponsored by 
the Association of National Ad- 
vertisers, the Export Advertising 
Association and the American As- 
sociation of Advertising Agencies, 
was formed in March (AA, March 
5), and has been working for the 
past several months on the prob- 
lem of “broadening the country’s 
foreign trade as a contribution to- 
ward peace at the war’s end.” 

Working with Dr. Amos Taylor, 
director of the Bureau of Foreign 
and Domestic Commerce, the com- 
mittee is preparing a model chart 
listing specifically what informa- 
tion business men need to know 
about each foreign market. In- 
formation also is being assembled 
from the files of various other 
governmental agencies. 


Four Classes of Data 


Four classifications of data in 
which advertisers and agencies 
are believed to be most interested, 
and which will especially aid 
companies entering foreign trade 
for the first time, have been se- 
lected: 

1. Purchasing power in each 
country by income groups, ac- 
cording to marketing or trading | 
areas, 

2. Delineation of marketing or 
trading areas. 

3. Vital statistics in each mar- 
keting or trading area, such as 
number of radios, automobiles, 
telephones, sales outlets, etc., and 
data on population, literacy, etc. 

4. A list of local establish- 
ments that already exist in vari- 
ous fields, together with informa- 
tion about projected activity. 

The subcommittee working on 
the model chart is headed by 
Arthur A. Hurd, J. Walter 
Thompson Company, New York. 
Other members are W. B. Potter, 
Eastman Kodak Company, Roch- 
ester, N. Y.; George H. Smith Jr., 
McCann-Erickson, New York, and 
Albert E. Denari, U. S. Rubber 
Export Company, New York. 


Bauerlein-McCann Merge 


Bauerlein, Inc., New Orleans 
agency, has become affiliated with 
McCann-Erickson, Inc., New York. 
The affiliation gives McCann- 
Erickson representation in New 
Orleans, and gives Bauerlein ac- 
cess to McCann-Erickson facili- 
ties in other cities in the country. 


Six Join Federation 


Advertising Federation of 
America has elected the following 
members: Miles Laboratories, 
Elkhart, Ind.; Arvey Corporation, 
Chicago; National Process Com- 
pany, New York; Stewart-Taylor 
Company, Duluth, Minn.; Kuttner 
& Kuttner, Chicago, and Maritime 
Activity Reports, Inc., New York. 


— 


—_ 


WANTED! 


Cony chief for national food trades 
accounts. Must be creative copy- 
wrier with organizing and supervising 
ability, knowledge of production 
Processes and evaluation of art work. 


onsumer copy background essen- 
tis) on newspaper, point of sale and 
Culioor media. Sales promotion or 
hou:e organ experience of no inter- 
est. Excellent opportunity for growth 
vit’ company in basic stable indus- 
tty, Give complete resume including 
min mum salary requirements. 


e 
ox 6186, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 
a 


CED Says Detroit May 
Employ Million Persons 

After reconversion Detroit in- 
dustry will be able to employ 
911,000 persons, and, if conditions 
are prosperous, this figure will in- 
crease to 1,000,000, according to a 
recent survey of approximately 
7,600 employers by the local Com- 
mittee for Economic Development. 
The figure is based on an annual 
production of 6,000,000 automo- 
biles in the city. 

As of April 1, the Detroit area 
employed 950,000 persons, but 


during the reconversion period, | 


the report warns, this figure will 
drop to 668,000. 


Gilchrist Heads Office 


Fred W. Gilchrist, recently re- 
leased as a lieutenant colonel in 
the Coast Artillery, has been ap- 
pointed head of the Indianapolis 
office of Cutler-Hammer, Inc., 
Milwaukee, manufacturer of elec- 
tric control apparatus. He has 
been in various sales and engi- 
neering posts with the company 
since 1919. 


Friedrich Promoted 


W. A. Friedrich, formerly east- | 
ern sales manager of Hamilton, | 
Mfg. Company, Two Rivers, Wis., 
maker of Hamilton clothes driers, 
has been appointed sales manager | 
of the home appliance division. | 
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Joins Schallhorn 

James H. H. Bradford, recently 
honorably discharged from the 
Army air forces, has been named 


|sales and advertising manager of 


the William Schallhorn Company, 
New Haven, Conn. 


CHURCH PROPERTY 


Catholic churches, schools. 


Published Bi-monthly since 1936 at Milwaukee, Wis. 
to the Design, Construction, Maintenance and Furnishing of 
‘and institutional buildings. 


ADMINISTRATION 


Devoted 


ee 
a 


when again their 


The Call-Bulletin, one of San Fran- 
cisco’s proud institutions, has 
maintained its reader leadership 
throughout the war years and is 
looking forward to the days of 


peace to come. 


SAN FRANCISCO 


REPRESENTED NATIONALLY BY 
PAUL BLOCK and ASSOCIATES 


= men, from the four 
corners of America, have passed 
through the Golden Gate to the far 
islands of the Pacific. Some have 
returned, but others are still on the 
long road home by way of Tokio. 
In their hearts the Golden Gate is 
the symbol of America, and they 
are doggedly awaiting the day 


ships will come 


through the Golden Gate and they a 
will see their homeland. 


CALL-BULLETIN 
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TEXAS 


1 LOUISIANA 


THE SHREVEPORT TIMES 
— STATION 


coe en encanemndeye ny 


In the Ark-La-Tex 
Area, KWKH, 
with its 
50,000 Watts 
is the No. 1 Medium 
with full coverage 
and SELLING 
POWER in this 


prosperous market. 


The Branham Co — 


Wanted,” 
50 cents a line, minimum aged, > $2. 
Wednesday noon preceding pu 

card rates. 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR 
OTHER AUTHORIZED CHANNELS. 


The Advertising Market Place— 


The rates for this department are as follows: 
“Representatives Wanted,” 
Terms cash with order. 
lication date. 


“Help Wanted,” “Positions 
“Representatives Available,” 
Forins close 
Display advertisements take 


and 


HELP WANTED 


ADVERTISING SALESMEN 


Prefer previous experience general 


industrial trade Consider 


be- 


journals. 


ambitious, interested veterans, 


ginners. Salary. Real future. Promi- 


nent company. 


Box 7234, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ART DIRECTOR ASSISTANT 
Familiar with litho displays. Un- 
usual situation creates opportunity 
for right man to take charge of art 
department soon. State age, experi- 
ence, salary expected. Chicago area. 

Box 7469, ADVERTISING AGE 
__ 100 E. Ohio St., Chicago 11, Wl. 

ADVERTISING & PUBLISHING _ 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIA MS—Personnel 
209 S, State St., Har. 2063, _Chicago. 


Old established publishing firm in 
engineering construction field wants 
an experienced, successful salesman 
to represent a monthly magazine, 
and an annual catalog and directory 
serving the export market. In reply 
give age, education, experience, ref- 


erences and desired salary. 
Box 7461, ADVERTISING AGE 
__ 100 E. Ohio St., Chicago 11, Il. 


WANTED 
WORKHORSE WITH WINGS 


A leading aircraft manufacturer in 
the Middle West has a job (not a 
position) open in sales promotion 


idea creation and writing. The young 
man chosen to fill it will possess 
some unusual qualifications; good 
experience with agency or manufac- 
turer in sales promotion and dis- 
tributor-dealer-help origination and 
follow-through; pleasant personal- 
ity and ability to get along well 
with people; capacity for large 
amounts of sometimes detailed and 
tedious work; real creative ability, 
coupled with’ patience and under- 
standing that policy reasons may 
bar acceptance of some of his ideas: 
willingness to start on the lower 
rungs of the ladder but not to stay 
there forever. He should be air- 
minded, possibly an aircraft enthu- 
siast from childhood onward; pref- 
erably have followed through on 
this interest to the extent of having 
qualified himself as a pilot. 
Such a man should find in this job 
the opportunity he has always 
wanted. He will work with the sales 
manager of a financially stable, 
owner-managed, independent com- 
pany internationally known for the 
high performance and excellence of 
its aircraft. He will play as large a 
part as his demonstrated abilities 
will justify, in fulfilling this com- 
pany’s postwar sales and merchan- 
dising plans. He will find the start- 
ing salary not inflated, but ample to 
live decently in a pleasant commu- 
nity of neither mteropolitan nor 
small-town size; the future long- 
range prospects excellent. He will 
qualify for an interview at the em- 
ployer’s expense, and largely clinch 
the job, by a detailed letter of appli- 
cation which will show evidence of 
his ability as a_ straight-thinking 
promotional idea man and writer. 
Box 7445, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Til. 
Artist Wanted. Growing agey. offers 
full-time or free-lance association. 
Fashion exp. essential. Send samples 
and requirements to Fr. 
advertising, 25 N. Geo. York, 
Sales Promotion Man for large 
mobile manufacturer; should have 
ideas, sales personality, be able to 
write well; college education; posi- 
tion with postwar future; age 20 
to 30; automotive ae business back- 
ground not necessa 
Box 7466, ADVE RTISING 
100 KE. Ohio St.. Chicago 11, 


Pa. 
auto- 


AG “y 


w. archbold, 


SALES PROMOTION 
MAN WANTED 


Leading manufacturer of home 
heating equipment, located in 
the Mid-West, has opportunity 
for experienced man to de- 
velop and carry out sales pro- 
motion plans, handle dealer 
relations in the use of factor 
supplied materials, work wit 
district managers in sales train- 
ing, and cooperate with 
Agency in dealer advertising. 
Give brief outline of experience 
in first letter. 


Box 6173, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


| confidential, 
| formation. 


HELP WANTED 
Young man, 22 to 26, with experi- 
ence in advertising, newspaper and 
publicity work; capable typist; ad- 
vancement. State full particulars. 
Exceptional opportunity. 

Box 7463, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
POSITIONS OPEN 
With agencies, advertisers, pub - 
lishers and in radio for both men 

and women, 
No obligation to register. 
FRED J. MASTERSON 
ADV. & PUB. PERSONNEL 
__185 N. Wabash Ave., Chicago 
SPAC E SAL ESM AN 

A deluxe opportunity that is seldom 
offered to a crackerjack salesman to 
sell an established aggressive busi- 
ness paper. Chicago territory. $5,000 

or more to start 
Box 7481, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, | a 


DISPLAY DESIGNER WANTED 


Large Chicago manufacturer of per- 


manent advertising displays and 


Dealer Helps has opening for a de- 


signer with experience in wood, 
_ . e ee 


metal plastics, glass. 
Fine opportunity and good future 
for the right man. Give full details 
in first letter. 
Box 7483, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ASSISTANT SALES MANAGER 
Established Chicago company now 
reconverting. Experience should 
cover “know how” in dealer promo- 
tions; sales administration and con- 
trols; execution of promotional cam- 
paigns. This is real opportunity to 
rebuild a sales department with 
ambitious program. Good salary plus 
bonus on overall sales. 

Box 7484, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Tl. 


SALESMAN OR BROKER 

For advertising displays (cardboard, 
wood, etc.). 

Exclusive East Coast and West 
Coast Territories. Imperative* you 
have substantial top flight clientele 
of manufacturers of nationally ad- 
vertised products. This organization 
outstanding in creative designing 
and construction. In position to ren- 
der exceptional service on volume. 
State current yearly volume, whom 
representing, age, family status 
availability. L. A. Sauer, Display 
ge 357 E. Erie St., Milwaukee, 
Wis. | 


ADV EERTISING AS ASSISTANT 
Large, fast-growing manufacturer 
of paper specialties in Metropolitan 
Boston has excellent opening for an 
advertising assistant. Position offers 
unusual opportunity for creative 
ability, covering a wide range of 
products, sold to a diversified group 
of markets, using all types of ad- 
vertising and sales promotion. Writ- 
ing ability, essential, experience in 
production methods desirable. State 
education and experience. 

Box 7485, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Til. 


Veternn—There is a lucrative post- 
war sales position waiting for a 
young veteran interested in adver- 
tising and selling. He must be will- 
ing to take a complete training 
course to fit himself for the job. 
This training course approved for 
benefits under G.I. Bill of Rights. 
In replying please give age, service 
record, education, and previous busi- 
ness experience if any. 

Box 7486, ADVERTISING AGE 

_ 100 E. Ohio St., Chicago 11, Tl. 


Assistant Advertising Manager. 
Manufacturer of heating, cooling 
and refrigeration equipment, needs 
competent advertising executive. 
Must be able to create ideas, write 
copy, design sales promotion and 
direct mail; supervise production. 
Experience in appliance industry de- 
sirable. Factory located in Dayton, 


Ohio. A real opportunity. 
Box 7479, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


ART DIRECTOR 


to fill a top job with a Chicago Pub-|j 


lisher. Fine taste, knowledge of | 
painting and business judgment are 
essential. Interesting, permanent 
and financially worthwhile. Replies 
please give complete In- 


ADVERTISING 
Ohio St., Chicago 11, 
AN OPPORTUNITY 

Publishing house selling home study 
and courses by mail has onen- 


tox 7489. 
100 EB 


AGE 
Tl1l. 


books 


ing for an advertising man qualified 

| to take charge of entire department 
Apply bv letter stating education, 
experience and salarv to start. 

MARKUS-CAMPBELL CO. 

315 8S. Michigen Ave. 
Chicago, TH. 

PUBLIC RELATIONS WAN 
reteraens with newsvaner or awencv 
background—for well rated national] 
orn Give omplete details as to} 
exnerience age ylaryv ete 

Box 7488 ADVER TISING AGF 
100 E Ohio St Chicago 11, Tl 
Experienced Art Director — Layout 
mar i] A Agen¢ Unusnal onnor- 
tunitv for man with creative ability 
interested in permanent position 

particnilars Wh B. Ret 


Springfield, Mass 


__Tower Building, 


HELP WANTED 


CcCOoOPYW R ITER 

Nationally known, medium size mid- 
west agency offers an unusual op- 
portunity to a young man or retired 
veteran who can create effective 
copy. Give age, education, experi- 
ence, references and salary expected. 

Box 7480, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ARTIST who can do comprehensive 
layouts, finished art and lettering. 
The man selected will have a fine 
opportunity with large, established 
agency. Write giving full details 
including experience and salary de- 
sired. Enclose samples of artwork 
and layouts, which will be promptly 
returned. 
JESSOP ADVERTISING CO. 
Akron 8, Ohio 


POSITIONS | w ANTED > 


Are you looking for an Advertising 


Manager capable of planning, 
producing and executing a well 
rounded program ...a man with 
ideas who can develop your postwar 
campaigns ...a man whose suc- 
cessful exp. includes direct mail, 
sales literature, house organs xa 
a man who can write selling copy, 
supervise and direct art and me- 


chanical production? This man (age 

40), now employed, has a successful 

record of 16 years in advertising. 
Box 7465, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Til. 


Young man desires position as as- 
sistant to account executives in 
medium size Chicago agency. Broad 
background of agency, industrial 
and radio experience. Type of posi- 
tion that will lead to sole handling 
of accounts. 

Box 7482, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


“Adyertising Sales Promotion Man 
Young man, 28, married; seeks a 
position as assistant to a busy Ad- 
vertising or Sales Promotion Execu- 
tive. For interview write 

Box 7476, ADVERTISING 
330 W. 42nd St., New York 18, 


ADVERTISING MANAGER 
A capable executive with 14 years 
aavertining background. Experience 
includes planning, merchandising, 
copywriting, sales promotion and 
media. Energetic, enthusiastic, alert. 
Can organize and maintain an ag- 
gressive hard-hitting advertising 
department. 37 years old, married, 
2 children. Prefer to locate in middle 
west. Veteran of World War II. 
Salary $7,500. Presently employed. 
Box 7477, ADVERTISING AGE 
100 E. Ohio St., Chic ago 5 pe 
ATTENTION BOSTON! 
Account Executive—Copywriter 
Seasoned agency man now on indus- 
trial accounts with Chicago agency. 
Able to originate campaigns and see 
through all departments. A 6 months 
contract. $6,000 minimum salary. 
Box 7478, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 111. 


Veteran, 31, ‘desires position in me- 
dium size agency or manufacturing 
concern offering postwar future. 
Seven years thorough agency and 
manufacturing experience in pro- 
duction, copy and layout, contact, 
research, media, point-of-sale, and 
co-operative advertising. Know!l- 
edge of industrial, agricultural, util- 
ity, appliance and food fields. Geo- 
graphical location immaterial. 

Box 7487, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


AGE 
N. Y. 
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MISCELLANEOUS 


Writer-Editor, Public/Trade _ “Rel la. 
| tions. Factual, condensation, 
alysis. News letter technique. } ro. 
duction. 
G. A. HARTER 
155 Henry St., Brooklyn 2, N. 
—= 


Are You 
This Copywriter? 


We need an experienced, vi r- 
satile man who can write co} 
that will sell goods — wi 
knows merchandising and sal: 
promotion — who can _ service 
national accounts and help ¢: 
velop them. 

This 20-year successful — and 
fast-growing—Chicago agency 
is plenty busy now but prepar- 
ing for even greater things af 
ter the war. This is a “ground 
floor” opportunity for the right 
copy man. $5,000 salary to 
start—more money quickly if 
he proves himself. Our staff 
knows of this ad. Write 
confidence. 


Box 6181, Advertising Age 
100 E. Ohio St., 
Chicago 11, Ill. 


in 


ARTIST @ LAYOUTS 


wanted in a large western New York 
advertising agency. He may not have 
agency experience but he knows the 
mechanics of folders, booklets, etc. 

. . knows how to supervise mechan- 
ical paste-ups for production. He 
will have sufficient visualizing ability 
to take a small "quickie" and noodle 
a pretty good actual size dummy. 
His desk may be untidy but his work 
is habitually spotless . . . such a man 
will suit us fine . . . if he's ambitious 
he'll be shown how to make room 
for himself as another art director... 
The salary? . . . don't worry, if you 
suit us, it's a sure bet the salary will 
suit you . . . it's permanent, too. 
Start now .. . tell us about yourself, 
we need no super sales letters. 


Box 6172, Advertising Age 
330 W. 42nd St.. New York 18, N. Y. 


The ’ 


of Pleasure 


Tomes: citizens, working uidlar ia dela of wa. 


se ee ey 


production, are in @ mood for relaxation. To thi: 


end, The Tampa Daily Sess pecan: them co — 


double service. 


First, The Tampa Daily Bee is the poper ..... 


reach for to find out “what's doing” in town. An. 
it’s a habit thot is well-founded. For, in 1944, thi 
widely-read afternoon paper carried over fifty pe: 
cent of the total local amusement lineage whic’ 


appeared in Tampa daily and Sunday newspaper: 


Second, as the only afternoon poper in Tampo- 
the poper thot nearly 50,000 Tampans and Sout 
Floridans come home to—it is read ond enjoye 


from the first to the final pages. 


The paper that is so read for amusement, as we 


as for information, can 
sirens For oe product, 


be a potent proweric 
eta 


TAMPA DAILY TIME 


NATIONAL REPRESENTATIVE * THE KATZ AGENCY, INC 
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anton’s Postwar Needs 
Told in Ad Campaign 
» tell its citizens what Can- 

yn, O., needs, a series of informa- 
ive newspaper advertisements is 
ing sponsored by the city’s Post- 
Planning Council. The first 
ff the series, a full page in the 
ton Repository, outlines “The 
ity that Canton Could Be,” list- 
eight projects—sewage dis- 
al, water supply, civic build- 
ngs, airport, postwar jobs, streets, 
bxation and housing. 

Each project is handled in de- 
] in the ad, with recommenda- 
hons for each one and estimated 
sts given. Basic proposals are 
made by a committee of 300 dele- 
ates of business, industry, labor, 
jurches, Women’s groups and 
ther civic organizations. The 300 
e divided into the committees 
hich study the eight most ur- 
ently needed community projects. 
ecommendations of committees 
re presented for review and ap- 
oval by the executive commit- 
e of 60 responsible Canton citi- 
Pns. 


%* * oe 


That France means to lessen its 
ppendence on Great Britain and 
e U. S. is the reaction Sweden 
s to French negotiations with 
fors in Stockholm for a license 
manufacture the Bofors 40- 
llimeter anti-aircraft and anti- 


nk gun. The deal involves an 
timated $100,000,000. 

ca % ok 
Employers in the plumbing, 


bating and air conditioning field 
hve already pledged 10,000 jobs 
r veterans, according to Domes- 
Engineering, business paper. 
* * * 


Postwar engineering construc- 
costing $1,666,018,127 has 
en authorized or Officially 
anned for the Pacific Northwest 
d Alaska, a survey just com- 
eted by Pacific Builder & Engi- 
per, Seattle construction business 
per, reveals. 
The figure represents heavy con- 
uction only. It does not in- 
ide airport construction which 
ll be stimulated if the McCar- 
n public airports bill, now be- 
te Congress, becomes law. If 
iidings and airport projects are 
ded to the survey’s coverage, 
stwar construction in the area 
ill exceed two billion dollars 
a wide margin,” W. A. Averill, 
itor of the publication, declared. 
Largest single project in the 


WANTED 
WOMAN 
OPYWRITER 


and Asst. Acct. Exec. 


Chicago office of Chicago-New 
York 4-A Agency wants experi- 
enced creative woman to act as 
Copywriter and assistant ac- 
tount executive for important 
tosmetic business in Chicago 
office. Department store and 
Qgency experience preferred. 
Should be capable of helping 
to plan and write the type of 
‘ampaigns that call for high- 
sty!> fashion interest and sound 
tonsumer and trade appeal. 
Ravio commercial writing also 
® part of the job. This opening 
offers @ permanent and well 
Pai’ opportunity to fit into a 
fos\ growing agency and to 
work closely with its top execu- 
and clients. State quali- 
ons, experience, education, 
® and starting salary desired. 
cress Box 6178, Advertising 
100 E. Ohio St., Chicago 


1, illinois. 


inventory is the $277,000,000 
Columbia Basin irrigation system, 
listed as the biggest undertaking 
of its kind in the history of con- 
struction. 

ue 1 * 

A new device to test the coordi- 
nation and reflex ability of motor- 
ists has been installed in the 
Franklin Institute, Philadelphia, 
by Atlantic Refining Company, as 
a permanent exhibit. 

Turned over to the institute by 
W. C. Yeager, vice-president of 
Atlantic, the “Driverater” is At- 
lantic’s contribution to improve- 
ment of equipment available for 
testing and training drivers for 
greater safety. 

During the course of a three- 


minute ride in the “Driverater,” 
seven traffic incidents are pre- 
sented on a screen in color and 
the reactions of the driver to these 
incidents are automatically re- 
corded. His attitude, recognition 
and reaction to hazards are de- 
termined on a scorecard which 
rates his over-all driving ability 
or driving weaknesses. 
co 1% a 

Rotenone, used by the Army 
and Navy to rid its men of skin 
parasites, is being produced in 


large quantities in Central Ameri- 
ca, it is reported. The derris 
root, from which most com- 


mercially used rotenone is ex- 
tracted, grows extensively in far 
eastern tropics, and until Pearl 
Harbor, was imported mainly 
from the Dutch East Indies and 
Malaya. 

Since the war, however, Central 
America has been our main 
source. In addition to supplying a 


vital wartime need, the Creeiap- | 
ment is building a permanent and | 
lucrative item for future trade. _ | 


Houston Agency Elects | 


D. K. Williams, space buyer | 
and account executive, W. H. Tip- | 
ton, account executive, and Do- 
lores Williams, production man- 
ager and account executive of 
Franke-Wilkinson-Schiwetz, Inc., 
Houston agency, have been elected 
vice-presidents. 

Other officers reelected were 
Paul C. Franke, president; E. M. 
Schiwetz, vice-president and art 
director, and Ted F. Schiwetz, 
secretary and treasurer. 


Drug Firm Names Lewis 

C. E. Lewis, for many years 
professional service representative 
in Vermont for National Drug 
Company, Philadelphia, has been 
appointed New England divisional 
manager of the company, with 
headquarters in Boston. 


WANTED 


Man who can write let- 
ters that sell to take 
charge of direct mail de- 
partment of a large con- 
cern. Excellent opportu- 
nity for the right man. 
All answers held in strict 
confidence. Address Box 
6184, Advertising Age, 
100 E. Ohio St., Chicago 
) U0, U. 


06,. DoeDeD 36,060 


Passengers Monthly in 


LOS ANGELES 


Metropolitan District 


Pacific Coast Transit Advertising Representatives— Members N.AT.A. 


MAYNARD BOYCE, INC. 
TRACTION ADVERTISING CO. . 
HARWOOD HOYT FAWCETT . 
FIELDER, SORENSEN G DAVIS 


PACIFIC N.W. TRANSIT ADVERTISING ‘ 
fostern Representatives—NATIONAL TRANSITADS, Inc. . 


TRANSIT 
ADVERTISING 


Los Angeles 

Selt Loke 

Sen Diego 

. Sen Francisco 
Portlond 

. Chicogo, New York 


: wag WHOLE PACIFIC COAST*—As AP 
—- 1 CONTRACT—1 INVOICE—1 | 


For Rate Information, See Standard Rate & Data Service 
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PEOPLE ASK 
ME THE 
DARNDEST 
QUESTIONS! 


All day long, people ask the 


nurse questions like: 


"What's the best soap on the 
market?” 

"Is this deodorant any good?” 

“What cereal should I give 


Junior?” 


Because of her professional 
standing, when the nurse sug- 
gests a particular brand her ad- 
vice really carries wei ght ! 

And when you remember that 
there are thousands of nurses— 
each seeing a number of patients 
daily — these recommendations 
can add up to a tremendous 
word-of-mouth advertising cam- 
paign. 

To goin such recommendations 
for their products, alert advertis- 
ers take space in R.N. to inform 
the nurse of the merits of their 
brand—its formula, advantages, 
etc. Because it is up-to-the-min- 
ute in style and format, more 
nurses read R.N. than all other 
major nursing journals com- 


bine da. 


RUTHERFORD, NEW JERSEY 


Electrotypers’ 
Group Accused 
of Price Fixing 


Washington, July 24.—Just two 
weeks after it issued a sweeping 
order invalidating pricing prac- 
tices established by paper manu- 
facturers, FTC today opened a 
new case in the publishing in- 
dustry with a “monopoly” com- 
plaint against the International 
Association of Electrotypers and 
Stereotypers, and 15 of its regional 
and local organizations. 

The new complaint, which also 
involved a number of non-mem- 
ber manufacturers and_ sellers, 
contends that the international 
association promulgated scales of 
prices, which were adopted by the 
regional and local groups, as well 
as non-members, resulting in fixed 
standard prices for the industry’s 
product. 

In its order against the Book 
Paper Manufacturers’ Association 
and 42 member manufacturers 
producing 80% of the nation’s 
printing paper, the FTC recently 
wound up six years of litigation 
with .an order prohibiting the 
firms from using standards and 
zone arrangements adopted by the 
association (AA, July 9). 


Bids Identical 


According to the commission, 
the standards for paper, as de- 
vised by the association, and used 
under a zone pricing arrangement, 
resulted in identical bids on con- 
tracts for paper, which eliminated 
competition in the industry. 

The FTC complaint against the 
stereotypers and electrotypers said 
that in addition to promulgating 
the scale of prices, the interna- 
tional organization acted as a clear- 
ing house for information on sales, 
prices, discounts and terms sub- 
mitted by members, and as a 
policing agency for the mainte- 
nance of standard prices. 

In describing the alleged “mo- 
nopoly,” FTC said that at regular 
meetings, members of the associa- 
tion discussed trade and competi- 
tive conditions, and agreed upon 
common policies, prices, discounts 
and terms which “are not based 
upon and do not reflect the di- 
vergent costs of production.” 

“At the suggestion and solicita- 
tion of the association,” FTC said, 
“non-member respondents have 
adopted and now use the stand- 
ard scales, uniform trade customs, 
terms of sale, discounts and prices 
devised and promulgated by In- 
ternational.” 


Tinnerman Releases 
Two Ad Campaigns 


Tinnerman Products, Cleveland. 
which plans greater civilian pro- 
duction in the postwar period, 
has launched two separate adver- 
tising campaigns through its 
agency, White Advertising Com- 
pany, Cleveland. 

The principal campaign is for 
Speed Nuts and Speed Clips, and 
the secondary campaign promotes 
the new Tinnerman line of one- 
piece, self-locking hose clamps. 
Color pages are scheduled in 20 
publications and black-and-white 
ads will appear in 25 additional 
publications covering the aircraft, 
automotive, stove, radio, furniture, 
toy, bicycle, railway and marine 


fields. The company is preparing 
|new catalogs for the refrigeration, 
stove and radio industries to 
| stress its self-locking clamps. 


| Kelly, Nason Appoints 

| Arthur F. Sachtleben, recently 
'with Buchanan & Co., New York, 
and formerly executive  vice- 
president of the Frank Presbrey 
Company, now Cecil & Presbrey, 
| has been appointed an executive 
lof Kelly, Nason, Inc., New York. 


| Croot Names Brant V. P. 


Donald B. Brant, radio director, 
|has been named 
ithe Samuel C. Croot Company, 
|New York agency. 


illustrations used in the 
division of International Shoe Co. 


Learn the Facts, 
Business Novices 


Told by Commerce 


Washington, July 25.— While 
agreeing that “opportunities will 
always exist for the right person,” 
the Department of Commerce in a 
pamphlet on “Establishing and 
Operating Your Own Business,” 
is advising veterans and other 
would-be business men today to 
get all the information they can 
before deciding to go into business 
for themselves, and if they have 
no experience, to take a job, and 
learn the business. 

Implementing the position of 
Commerce Secretary Henry Wal- 
lace, who believes that the gov- 
ernment can do the unfit a favor 
by discouraging them from going 
into business, the publication does 
not advise the returning war vet- 
eran or other citizen to establish 
his own business or to refrain 
from it, but merely warns of the 
problems involved. 

In a foreword to the new pam- 
phlet, the Secretary points out 
that the publication “is only in- 
tended as an introduction to a 
thorough search, on your part, of 
all available information on the 
particular business that interests 
you.” Available for 10 cents from 
the Superintendent of Documents, 
Washington, or Commerce field 
offices, the pamphlet outlines 


-ice-president of | pointed 


|sources of business information, 
| including the Department and its 
| 26 field offices. 


Urges Collection of Facts 


Key bit of advice, reiterated in 
the pamphlet is: “If you are de- 
termined to go into business and 
certain you can make a go of it, 
get all the information you can 
from everybody you can.” 

Other sources of information 
which are suggested are commer- 
cial and industrial banks, cham- 
bers of commerce, trade associa- 
tions and business papers, better 
business bureaus, credit bureaus 
and the like. 

While there are hundreds of 
thousands of successful businesses, 
the pamphlet points out, a big 
element of chance exists, and even 
with the most careful planning, 
success will not be easy. 
| “The cold facts are,” 
“that since the beginning of the 


/000 new businesses have been | 
|started each year and about the 


‘TWICE AS SMART'—The McCullough twins, Suzanne and Lucerne, who are 
said to think, act and work alike, take turn about painting and posing for the 


"twice as smart” 
Henri, 
handles the account. 


it adds, 


century between 300,000 and 500,- | 


|same number have been discon- | 


| tinued. ” Lack of energy, 
land inadequate records 
|scribed as the chief 


| failure. 


are de- 
causes of 


Scrivener to Pan-Am 


Elroy Scrivener, with the ad- 
vertising staff of the Times-Union, 
|Rochester, N. Y., has been ap- 
advertising manager of 
ithe Atlantic division of Pan- 
| American World Airways. 


capital | 


| 
| 


| 


campaign for Vitality Shoe Co. 
Hurst & McDonald, Chicago, 


Twin Artist Team 
Stresses Vitality 
Shoe’s Ad Theme 


St. Louis, July 24.—To refute 
the bard who wrote that “two of 
a trade can never agree,” identical 
twins illustrate the “Twice as 
Smart” advertisements of the Vi- 
tality Shoe Company, a division 
of International Shoe Company. 

According to Henri, Hurst & 
McDonald, Chicago agency for the 
shoe company, hiring the twins— 
Suzanne and Lucerne McCullough 
—who think, act and work alike 
seemed to be a natural tie-up with 
the “twice as smart” advertising 
theme for Vitality shoes. 


Paint Together 


Typical copy in Vitality adver- 
tising reads: “Own one pair of 
Vitality shoes and you'll realize 
why active women say they’re| 


Advertising Age, July 30, 


twice as smart. One pair satiss 
both your craving for style ap 
your need for a gentle, heel-«;j, 
ping comfortable fit. So impo; 
tant, now that shoes must 
twice as long, Vitality quality ; 
more than a match for today 
pedestrian pace.” : 

The original paintings the 
are doing for the shoe com; 
are simply signed “McCulloug 
They work as a single unit 
posing while the other paint 
vice versa. “Our technique 
as alike as we are,” says “McC 
lough.” 

Born in Texas, they are fre 
lancing in New York, where the; 
work is attracting wide attentiy 
from artists, editors and art buy 
ers who regard them as an ip 
dividual. 


Elwes Joins Agency 

Frederick P. Elwes, former! 
with Lehman Brothers, New Yor 
and for 10 years a member of th 
editorial staff of the Wall Stre 
Journal, has joined the New Yor 
publicity staff of Albert Frank 
Guenther Law, Inc. 


Joins Street & Smith 


Robert Kaiser has resigned ; 
advertising promotion manager ; 
Look to accept a similar positid 
with Street & Smith, New Yor 
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CANDY INDUSTRY 


Don Gussow, Editor & Publisher 


33 W. 42nd St. + New York 18,N.! 


Its 75,000 


say they are i 


incomes by year around outdoo 
male audience of FUR-FISH-G 


in automobiles, tires, 


kindred needs. 


Their interest in products advertised brings a volume 


household appliances, 


Sportsmen 
nterested in— 
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Hurting ccccccccccsce--. 92° 
ot aCe 74 
Trapping .... 84 
Photography .......... 47 
Cemping :......:....:: 52 
SE ee 43 
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(Answers from 4000 
questionnaires) 


They are true sports- 
men, too, for many of 
them supplement their 
r activities. This almost 10( 
AME is just as interested, (00, 
tobacco 


= 
a. 


— 


inquiries from FUR-FISH-GAME unsurpassed per dollar of 
investment in the outdoor field. 


That is proved, too, in the 
tisers who get greater results fre 


why FUR-FISH-GAME carries more classified advertising ¢ 


any other outdoor magazine. 


experience of classified ad 
»m FUR-FISH-GAME. Th: 


~ 
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Available in 1945, a few choice covers, 3 process colors, 


2nd and 3rd—$350; 4th—$400; 


—extra $100. Write or wire your reservations. 


The A. R. Harding Publishing Co. 
175 E. Long St., Columbus 15, Ohio 
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sat 

yle | which staff members may have|parts for jeeps, Ford, Dodge,|are to be arranged to fit the needs| representative of the American 
el- <7 Commerce ames | formed on the basis of presenta-| GMC, Chrysler, Chevrolet, Plym-| of all types of buyers. Regional|Forest Products Industries for 
in | tions which were submitted. outh and other makes, have been offices are issuing brochures and | Southern states. 

Ust las scheduled for Philadelphia, Cin-| catalogs tied in with the national | 

lality N Yy A enc for Sins Ne Auto Accounts cinnati, Chicago, Atlanta, Fort) advertising. 3; 

today’ » * The Silverstein - Goldsmith.) Worth, Kansas City, Denver, Salt | ——_—___—_- & 


agency is a stranger to the auto-| Lake City and San Francisco. . © no 
1e twin motive field, but, in addition to a Sales are confined to recognized Baser in Publicity Post ; 
OM pan urp us 00 § considerable list of clothing ac-| manufacturers, jobbers and deal-| Clyde J. Baser, publicity di- 


Hough! counts, handles Davega Radio and| ers, who are to bid “on the spot” -eiigagd Prod heSeyy Page i 7 he pick SEF 

nit, on (Continued from Page 1) Vita Food Products. Among its on a variety of carefully inven- three years, and public relations|] THE LETTER SHOP, Inc. 
nts, anfl tising agency have been used. clething accounts is Botany|toried and inspected lots. Parts consultant for the Florida State|| 691 & Dearborn 8t., Chicago 5 Illimeie 
jues ap Lt. Comdr. Scott S. Smith, part- | Worsted Mills. are to be available for inspection] Farmers Markets since 1941, has 


“McCulf ner of Critchfield & Co., Chicago The auto parts sales, involving|in advance of the sale, and lots}been appointed public relations 

agency, now on loan from the 
are fre Coast Guard as consultant on 
are theif public relations to Mr. Bradley, LIVESTOCK PRODUCES 30 PER CENT OF THE TOTAL CASH FARM INCOME 


attentiog—l explained that the selection of a| - 
art buy{# permanent agency for the Com- : 
; an inf merce surplus account has been 2 


delayed pending further develop- 

ment of the department’s sales or- 

r ganizations. 

former With the consumer goods sur- | 

ww Yor olus machinery only now emerg- 

ar of tying from its fourth reorganization | 

ll Stre@m™ in a period of 16 months, several | 

ew Yorof the commodity divisions are | 

Frank without chiefs. Mr. Bradley him- 

self has been on the job only a} 

few weeks, and during the pen | 

l few days two important division | 

igned gg chiefs, Ed P. Phillips of the ma-| 

nmager @chinery division and Lee Moran} 

positig§ of the automotive division, com- | 

‘Ww Yor pleted a year of service and re-| 
turned to private business. 


May Decide Soon 


Explaining that the selection of} 
an agency will probably be de- 
layed until the staff has been re- 
built, and consulted, Comdr. Smith 
nevertheless predicted that some 
levelopments can be expected 
within the next few weeks. 
At present, he said, he and Mr. 
Bradley are consulting advertis- 
ing people and trade association 
fficials, and it is probable that a 
number of candidates will be 
eliminated soon. 

Under the plan outlined by the 
surplus property officials in so- 
liciting the presentations March 
28, agencies were asked to submit 
rief written descriptions of the | 
ervices they were prepared to 
render. After eliminations, re- | 
aining agencies were to receive 
nvitations to submit oral presen- 


)— tations, | 
Selection of an agency for the 
92° utomotive parts sale has no bear- | ae ys geal : : £ 
| ng on the final award of the ac- Pie gn ee Se atk ole rb "iota Ae » <2 5 ge = ee 
74° unt, officials emphasized. It was| ilar ae ees ey <2 28 ¢ 
j eiterated that the selection has ae te ‘ = ae heat SEATTERING ARERDERN-ANGUE 
84 een made because of the urgency a? oe Me ge ee PoTeER RAN A CORN-BEL EEDLO’ 
f the auto parts sale, and that it ei” Vee ee Bai A Cis ands) et 
47 n no way indicates preferences | 
d Stak 
“ , we Years for Otca 
«. (GET THE i een | | | 
N BEEF PRODUCTION it takes nature enterprise so complicated as the handling of 
0 CLIPPI NGS— 280 days to deliver the calves. In another large numbers of manufacturing machines that 
450 days the efficient livestock farmer brings are alive. 
N Publici them through the nursing, growing, fattening The Corn Belt Farm Dailies, one at each of 
ports: ews ltems—Publicity and finishing period to market weights of one the four basic livestock markets, cover every 
ry of  —Retail Dealer Ads— | thousand pounds. phase of the tremendous six billion dollar live- , 
their Editorials. We read | Cattle rank with hogs as a top agricultural — industry, from a si — a 
| Ta s ¢ ¢ age ae ~ ¢ ar . oO “f 
9 5,000 Newspapers and income producer. Last year’s beef production anc alae on ah on — = arm — 
too, : . . arketing to the packer. e unique anc : 
, Magazines. Each Clip totaled over nine_ billion ether for which AOC High ee a. ; 
d 3 | ‘ana highly specialized service of these publications, a 
Mounted on Slip stockmen cashed more than two billion dollars. sel We ag “aed | 
id sealiteatinens dammndndld tx ob dam Wi aiaein wed made possible through the combination of stra- 
= a ‘urrently is at an all- > peak ; ; 4 
ae of Showing Name—Date 4 h h | ‘ * tha | a tegic location, frequency of issue and over 7/0) a 
, . V “SS sual reaches . : 
ler of —Circulation of Pub- ee ee ee Se years of experience, has earned for them the 
a . civilian tables. : + oon teen of Uvestork farmer 
lication support and confidence of livestock farmers 
Ihe conversion of inedible products of the soil the leaders in every agricultural community 
adver ' into beef, pork and lamb is big business and of and the backbone of America’s farm buying 
har 1s fundamental importance. It takes both capital BOWE... «+ For effective coverage of the live- 
poe and good judgment, based on sound production stock field there is no substitute for The Corn 
and marketing information, to succeed in an Belt Farm Dailies. 
‘S, 
-k 


THE CORN BELT FARM UAILIES 


GENERAL OFFICE: UNION STOCK YAROS, CHICAGO 9, ILLINOIS 


CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 
OMAHA DAILY JOURNAL-STOCKMAN @ ST. LOUIS DAILY LIVESTOCK REPORTER 


S Church Street, N.Y.C. 7, N.Y. 
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G-E Issues Tele Booklet 


A four-page pamphlet, ‘“Tele- 
vision as a Career,’ complete with 
pictures taken at WRGB, New 
York, and a bibliography of re- 
cent literature on television, has 
been prepared by the transmitter 
division of General Electric Com- 
pany, Schenectady. It is avail- 
able free of charge from the pub- 
licity section, G-E electronics de- 
partment, Schenectady. 


MEMBER A.B.C. 


COWAN PUBLISHING CORP. 
342 MADISON AVENUE, NEW YORK 17,6. 


FCC Questions 
Radio Abilities 
of New WLW Owner 


Washington, July 26.—Transfer 
of WLW, Cincinnati, as part of 
the “packaged sale” of Crosley in- 
terests to the Aviation Corpora- 
tion remained in doubt today, as 
the FCC suspended two days of 


hearings developing public inter- 
/est elements involved in “absentee 
‘ownership” of the powerful clear 
channel station. 

After hearing Powel Crosley Jr., 
|founder of the Crosley manufac- 
_turing and broadcasting interests, 
trace the development of his hold- 
ing, FCC called on all of the Avia- 
tion Corporation directors, headed 
by Victor Emanuel, to explain 
|their interest and experience in 
radio. 

In approaching the WLW trans- 


|fer, the commission came face to 
|face with the task of enacting a 
/policy governing the grant of li- 
censes for radio stations controlled 
by holding companies, or directors 
who are not residents of the com- 
munity served by the stations. 

While former Chairman James 
Lawrence Fly and the new com- 
mission chairman, Paul Porter, 
have expressed their opposition to 
“Wall Street money” in radio, the 
commission has yet to deny a 
transfer on the ground that cor- 
porative control would not be in 
the public interest. 

Questioning of Mr. Emanuel, 
and of Irving Brown Babcock, 
president of Aviation Corporation, 
and proposed chairman of Crosley, 
developed that Aviation Corpora- 
tion had not originally intended 
to buy WLW, but when the sta- 
tion was included in the $21,000,- 
000 stock transfer for tax reasons, 
it was decided to retain the pres- 
ent station management to operate 
WLW. 

While the commission expressed 
no open dissatisfaction with this 
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Result: 


This is a nice setting for selling. 


With all magazine articles on metal cleaning 
and finishing digested and classified each month 
in The Metals Review, the metal industry has 


learned to check up on this field 
accurately — in this one place. 


Advertisers get high visibility and interested 
attention when their sales stories are placed 
next to this related type of editorial material. 


But this is only one phase of the editorial job. 
For each month, a// branches of the metal in- 
dustry are served by hundreds of editorial di- 
gests covering published developments on met- 
production, processing, fabrica- 


als — their 


tion and use. 


INTERESTED ATTENTION 
FOR THIS DUBOIS AD.. 


quickly and 


Polishing 5 


‘ snteh? e ride 
whether “fnish” of steel priga 
ine ther th 
ts tne Pre 


| future use, w nae 
a o in 

ia water, No clogged are resorted 

No reduction in pressure. 


s no deposit to interfere 


are classit 
ing; mec 
Soak tank cleaning, solvent or vapor 


: orale re 
emulsion deg! easing. J ? : 
rg4 ae general applicabilt 


n the Vitreous Enamelling 


Foundry Trade 


teel and Their Bffec a 
troplated Coatings. : 


d asigaas een of Research, 


Blum. 


the tive value of the S 
L€ beet Pies ‘olishe ‘3 


1 Size 


Ve 


a erloraa 
can Society for Testing Ms 
"45, 


vhich - 
the extent to w 

snine qualities of cler 
onstructive criticis 
ed as these gene * 
$ 4 


anical tank or § 


7 


develop c 


aning; : ji 
—_ lable analytical 


4 
Performance tes 


KA 


Journal, v. 75, An 


Only The Metals Review does this big job for 
the metal industry. Published each 15th of the 
month in fast-moving, 3-column format, this 
magazine guarantees interest and attention for 
advertisers with an audience of more than 
20,000 readers in the metal industry. 


27 editorial classifications offer many ideal 
advertising positions. Wire or phone collect 
for details on your market now. 


THE METALS REVIEW 


7301 EUCLID AVENUE 


CLEVELAND 3, OHIO 


Digesting Each Month All News of 


age and Secondary 


Analysis * Cleaning and Finishing * Corrosion + Design « Electroplat- 
ing* Foundry Practice+ Furnace and Fuels « Heat Treatment In- 
dustrial Uses and Applications « Inspection and Standardization 
Laboratory Apporatus, Instruments * Lubrication and Friction » Ma- 
chining and Machine Tools * Materials Index » Powder Metallurgy 


Metals and Their Alloys « Refractories and Furnace Materials + Salv- 


Metals« Smelting and Refining + Structure 


Temperature Measurement and Control « Testing « Welding » Work- 


ing, Rolling, Forging, etc.+ Review of New Products and Catalogs. 


plan, FCC attorneys 
pointed out that WLW was booked 
solidly with commercial programs 
from 1 p.m. to 10:40 p.m. daily 
except for the 1 p.m. to 6 p.m. pe- 
riods on Saturday and Sunday, 
and the 6:30 to 7 p.m. period on 
Sunday. 

Much of the questioning cen- 
tered on the types of public serv- 
ice programs that Mr. Babcock 
and Mr. Emanuel favored, and the 


repeatedly | 
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Radio Executives 
to Tour Europe 


Washington, July 27.—A gr ip 
of 14 radio executives and radio 
trade paper editors “of the man- 
agement-policy level’ will le»ve 
in mid-August for a three week 
tour of England, Germany énq 
France, the War Department has 
announced. 


time periods when they would be| Similar to War Departmen ponside! 
presented. At one point, under a trips arranged for motion picture batge 
leading question from Commis-|and newspaper executives, the = os 
sioner Charles Denny Jr., Mr.| radio trip is to acquaint industry §"* 
Emanuel denied that he felt that|jeaders with problems involyeq @" °U 
the chief function of radio was to in redeployment, reconstruction. peneew" 
sell products, and countered with occupation, and in entertainment Ho\ 
the belief that it was “to enlighten and morale, the department ex- Nielse 
and educate.” plained. al me: 
Claim Fitness as Ownes Col. E. M. Kirby, former NAB ‘adio in 

; : ae official, now in the radio branch §,..., op 

While it was not originally | o¢ Army Public Relations, will 
known that WLW went with the escort the party which includes . = 
deal, Mr. Babcock said, Aviation | yar Woods, president, American We@°° 
Corporation directors have now Broadcasting Company: Robert | Miss 
become tremendously interested Swezey, vice-president, Mutual: M”’ A 
in radio and are heartily in favor Joseph Ream, vice-president CBS. . 
of the policies initiated by James William Hedges, vice-president ot : 
Shouse, WLW president. NBC; Justin Miller, NAB presi- oie 
Asserting their fitness to oper-| gent: Leonard Riensch, WSB, At- Qen** - 
ate the station, Mr. Babcock told|janta: John E. Fetzer, WKZO. age 
the commission: “With our back-| Kalamazoo; Morris Novic, WNYC, $e. ..° 
ground, I feel confident that) New York; Harry Wilder, WSYR aioe: 
tackling a new job of manufactur- Syracuse: Martin Campbell, = . d 
ing radios or refrigerators or even| WFAA, Dallas; Clair McCollough, Brrr. 1 
the job of broadcasting is not be-|wGAL Lancaster, Pa.. Abel Qo. re 
yond our capacity, because it in-| Green, editor, Variety; Sol Taish- a . 
volves pretty much the same fun-| of publisher, Broadcasting, and Mf. L rc 
damentals of business. Whether it Sahn Aillente editor, Radio Daily ME’. sm 
be an article or a program or an " aliforn 
_artist, it has to be a quality prod- — 
| uct.” 7 To Forbes Lithograph Hever 
| Further questioning of Mr. Bab- Morgan Johnson, formerly with : mio 
| cocks and other Aviation Corpora- In-Tag division of Interchemica tings | 
| tion officials failed to satisfy the Corporation, New York, has joine¢ well 
/commission that the transferees Forbes Lithograph Mfg. Company ¥. yes | 
/had demonstrated their capacity |New York, and will work in con-™@° 2° 
| to operate a station, and additional| nection with technical sales de- je"? Pro: 
| arguments were set for Aug. 2. velopment of printed transparent fR"* New. 
et cellulose and other wrapping ma- #'imary 
| . terials. acilities 
Brown Leaves Quigley on . “home 
Colvin W. Brown has resigned Hyland to Hirsch The } 
|as vice-president and treasurer of . Brovide 
Quigley Publishing Company, New|_ Robert Hyland, formerly of Brtcor 
| York, publisher of Better Theaters,| KXOK, St. Louis, is joining ist up t 
| Motion Picture Daily and Motion | Maurice Lionel Hirsch Company, # et 
|Picture Herald, and has sold his|St. Louis agency, Aug. 1 as ac- §Pstam: 
| Stock interest in the company. count executive. Blasi 
| — : The it 
Cooke Joins McCann To Atherton & Currier adio me 
Catherine Cooke, recently with Lynn B. Clarke, formerly with MRvaged i: 
| the State Department in Teheran,|The Caples Company, has joined #Rtatemen 
_has joined the foreign department |the executive staff of Atherton & fRervice h 
of McCann-Erickson, New York.| Currier, Inc., New York. ng repre 
adio he: 
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DIRECTOR OF ted in 
PUBLIC SERVICE even: 
PROGRAMS tone ho 
Max Karl, who is recognized ™ hl 
as one of the midwest’s best quali- , 

fied and able radio men, is a veteran of Stressit 
over ten years of experience in all phases of idi nates 
broadcasting. He is a graduate of Macalester it it y 


College in St. Paul and of Presbyterian Theological 
Seminary in Chicago. He has served as district informa- 
tion executive for the Office of Price Administration 
and brings to his new post a wide knowledge of 
the interests of John Q. Public. 
WTCN offers its audience a new 
social and educational programs of vital significance 


Now 


LOOK 
the MA 


high in 


under the personal supervision of Max Karl. 


Another PLUS feature in the long list of public ser- rx 
vices WTCN presents in 65 different programs daily! 
Great Minnesota (and Wisconsin) audience 


The 
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demands, deserves and GETS the best in rad 
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dadio Measurement 


Fight Intensified 
by Nielsen Move 


(Continued from Page 1) 
considerable headway with its 
“listener diary” studies, using the 
mail technique which has enabled 


| phone calls 


the company to build a substan- | 
tial business in the product-use | 
measurement field. 


How Service Is Expanded | 


Nielsen, which claims to have | 
put more than $1,000,000 into its | 
-adio index operation already, aa 
been operating a ‘‘Privileged Niel- 
en Radio Index Service” in an 
grea covering Illinois, and parts | 
Missouri, Wisconsin, Indiana, | 
Jhnio, Pennsylvania and New Jer- | 
ey. Its extended service, based | 
pon its ability to secure 30% | 
more of the vital audimeter ma- | 
thines, Plus some switches of ma- | 
hines now covering second sets | 
in the same home, will fill out! 
overage in the states mentioned. 
xcept for Missouri and Wisconsin, | 
vill add the metropolitan New | 
fork area, and all or parts of the | 
tates of West Virginia, Kentucky, | 
forth and South Carolina, Geor- | 
ia, Louisiana, Texas, Oklahoma, | 
‘alifornia, Oregon and Washing- | 
yn. 
Among the 16 “expansions and 
mprovements” claimed for the 
Vielsen Radio Index are separate 
tings for the Pacific time zone, 
; well as eastern and central 
ime zones; sound station ratings 
ind program testing facilities for 
he New York, Chicago and WLW 
rimary areas; program testing 
acilities for the Pacific Coast, and 
1 “home per radio dollar” rating. | 
The Nielsen service will also) 
provide ratings for unsponsored | 
ietwork time periods, running its | 
ist up to cover approximately all | 
rograms—about 300. 


Blasts at Phone Technique 


The intensity with which the 
adio measurement battle will be 
vaged is obvious from Nielsen’s 
tatement that “no radio research 
ervice has been justified in claim- 
ng representativeness of all U. S. 
dio homes. The services which 
ely upon the coincidental tele- 
hone technique are sampling in 
arge cities, which account for 
nly about 26% to 32% of the radio 
and when non-telephone 
omes are excluded, the percen- 
ge of radio homes covered is 
pproximately 14% to 17% of the 
). S. total. 

“Nielsen Radio Index, as oper- | 
ited in the last 2% years, has 
epresented approximately 27% of 
e radio homes. These are lo- 
ited in. cities, large and small, 
nd include farms, rural non-farm | 
nd non-telephone as well as tele- 
hone homes .. . under our pro- | 
am of expansion, 60% of the 
idio homes are to be represented 


iomes; 


Stressing, as before, that “one 
Fudimeter in a year does a job 
it it would take 384,200 tele- 


LOOK IT UP iin 
the MARKET DATA BOOK! 


4 


/NOUSTRIAL 
MARKETING 


|THE MARKET DATA BOOK 


convene MAREETS HPTTION 


CONSUMER MARKETS EDITION 
e 
BUSINESS PUBLICATIONS EDITION 


to do,” Nielsen also 
asserts that 
only existing means of overcom- 
ing the serious errors and limita- 
tions inherent in and inseparable 
from the use of the telephone for 
radio research purposes.” 


To Offer New Method 


A new type of rating will also 
be available now on an improved 
basis, Nieisen avers. This is “full 
coverage audience,” described as 
“the program’s average audience 


its method “is the| 


€xpressed as a percentage of those 
NRI homes that could hear the 
program (over one or more of the 
stations used).” 

The Nielsen report also stresses 
the increased value of the data 
on sales effectiveness which the 
service supplies, through the 
regular visits of field men who 
service the audimeter and at the 
same time make records of goods 
used in each home as well as of 
magazines and newspapers found 
in each home. 
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Miss America to Dorland Garthe Joins Agency 


Miss America Publishing Com-/| Harold wW. Garthe, formerly 
pany, New York, has appointed| with Sears, Roebuck & Co. and 
Dorland International-Pettingell & | Phil Gordon Agency, Chicago, has 
Fenton, New York, to handle its | joined Merchandising Advertisers 
promotion and publicity. Fleur | Chicago, as vice-president and ac- 
Fenton will also serve as counselor | count executive. 


on postwar expansion plans for bees 
Miss America. 
ores. To Goldman & Gross 
. | William J. Grover, formerly 
To Moser & Cotins | with Earle Ludgin & Co., aie 
Titeflex, Inc., Newark, has placed | Florsheim Shoe Company, Chi- 
industrial advertising with Moser|cago, has been appointed art 
& Cotins, New York, starting with| director of Goldman & Gross 
September copy. | Chicago. ; 
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LEVEL DISPLAY 
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--- Sells More Goods 


Criterion Assures Eye-Level Display in the 
Nation’s Naborhood Shopping Centers 


e@ Food merchandisers know by actual test that 
products move faster when displayed on shelves at 
eye-level. But it isn’t always possible to get eye- 
level shelf position. @ Criterion is the only controlled 
consumer medium that assures continuous eye-level 
poster displays, in full color in Naborhood Shop- 


ping Centers where 98% of all food and 85% of all 
drug products are bought. @ Criterion can help 
increase your product turnover like it has been 
helping such leaders as Heinz, Ralston- Purina, 
Reynolds Tobacco, Swan, Bond Bread, Armour, 
Wrigley, Tip-Top Bread, Corn Products, and others. 


122 East 42nd St. 


CRITERION 
SERVICE 


216 Tremont St. 
NEW YORK 17, N. Y¥. BOSTON 16, MASS. 


The Consumer Medium of The Naborhood Shopping Centers 


612 N. Michigan Ave. 
CHICAGO 11, ILL. 
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Meck Forms Audar 


John Meck Industries, Ply- 
mouth, Ind., radio manufacturer, 
has formed Audar, Inc., a sepa- 
rate corporation which will manu- 
facture and sell public address 
systems and audio amplifiers as an 
affiliate of Meck. Officers are 
John S. Meck, president: E. W. 
Applebaum, treasurer and general 
manager, and Russell C. Eggo, 
secretary. Sales efforts will be 
directed to schools, hotels, etc. 


Pes 


printed selling 


“the little magazine 
with the big audience” 


; DAVIDSON PUBLISHING CO., CHICAGO 
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Ten Army Officers 
Will Help Council 
Develop Ad Support 


New York, July 24.—An ex- 
| panded sponsorship program call- 
|ing for assignment of 10 Army 
officers working closely with re- 
gional sponsorship chairmen in 
| key cities throughout the country 
| has been developed by the War 
Advertising Council, following a 
three-day joint meeting with the 
|Army and OWI. The new pro- 
gram, designed to enlist maxi- 
|mum business cooperation during 
the remainder of the war, will 
| emphasize continuing need for ad- 


vertising support of urgent home| 


front information campaigns. 
Two of the Army officers, desig- 
| nated by the Second Service Com- 
mand, will work out of the coun- 
cil’s New York office, while the 


7 


CLASSIFIED 
ADVERTISING 


“TI was told that The 
Evening News* classified section is the place 


to dispose of white elephants!” 


Buffalo 


| 


| 


| gifts overseas took place yesterday 


other eight will call on advertisers | 
and agencies in their respective 
service commands. In addition to 
these officers, the council’s spon- 
sorship staff has been increased 
by three full-time men, contrib- 
uted by Macfadden Publications, 
NBC and The New Yorker, and 
including F. M. Legler, Gerry | 


Martin and J. A. Smith, respec- | 
tively. They will make their| 
headquarters in the New York 
office. 


Nine Campaigns Supported 
The Army officers will aad 
primarily on the nine Army cam- 
paigns currently on the council 


docket. These are “The Job 
Ahead—Japan,” security of war 
information; U. S. infantry; V- 


Mail; Christmas packages for men 
overseas; Wac recruitment; hon- 
orable discharge emblem; veter- 


ans’ readjustment and veterans’ 
assets, 
The Army-Council cooperative | 


program is an outgrowth of the 
plan already developed. As a re- 
sult of this joint effort, the coun- 
cil reports, more than $13,000,000 
worth of advertising was provided 
during the past 11 months in sup- 
port of Wac appeals, establishing 
this campaign second only to war 
bonds in volume of advertising 
contributed by business. 


Council Efforts Praised 


In approving the new setup, the 
War Department said: “The War 
Advertising Council has long been 
an active, strong and dependable 
ally of the War Department. 
Through its activities, millions of 
dolars worth of sponsored adver- | 
tising have been obtained for | 
many War Department projects. | 

“Last year, American business | 
contributed more than $300,000,- 
000 in sponsored advertising to 62 
homefront campaigns. Approxi- 
mately 25% of those were Army 
programs. Currently 34% are 
Army programs, 11 in number. 
The tremendous scope of this 
sponsorship activity is obvious 
from these facts alone. The im- 
portance of this expanding pro- 
gram cannot be over-estimated, 
and we are confident General 
Witsell and his committee will 
take full advantage of all the 
benefits that will accrue to the 
War Department, and the over-all 
war effort, through the appropri- 
ate use of the facilities of the 
council and the enthusiasm of our 
officers in the field. 

“We wish to assure the War 
Advertising Council of our ap- 
preciation of their past assistance, 
and express our confidence in the 
success of our future joint activi- 
ties.” 


GREETING CARD INDUSTRY 
OPENS OVERSEAS DRIVE 
New York, July 26.— Official 
unveiling of the overseas Christ- 
mas gift poster and opening of 
the 1945 campaign for mailing 


at a “Christmas in July” lunch- 
eon, given by the greeting card 
industry. The campaign will be 
conducted by the War and Navy 
Departments, the War Advertising 
Council, OWI, and the Army and 
Navy postal services, with Sept. 
15 through Oct. 15 again desig- | 
nated as “Christmas Overseas Gift 
Month.” 

The drive is one of the “short | 
term” campaigns on the council 
docket, on which ten Army of-| 
ficers will assist, working with} 
regional sponsorship chairmen in 
key cities. 

Last year’s campaign, also in- 
troduced at a similar luncheon by 
the greeting card industry, re- 
sulted in delivery of 84,000,000 
Christmas packages to the armed 
forces. 


Nash Shifts Thompson 
B. E. Thompson, who has been 
zone manager in New Orleans for 


Nash Motors, has been named to 
head the newly reopened Wash- 
ington, D. C., zone office of Nash. 


\ 
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Network Hooperatings for July 


Daytime Program Audiences 
MOST LISTENERS PER SET: 


Program Sponsor Total 
Ted Malone Westinghouse Electric Corp. 53 
Tom Mix Ralston Purina Co. 49 
Superman Kellogg Company > 43 
Most Men: Ted Malone, with 0.76 (Westinghouse Electric) 


Most Women: 
Most Children: 


Ted Malone, with 1.45 (Westinghouse Electric) 
Terry and the Pirates, with 1.27 (Quaker Oats Co 


MOST SETS-IN-USE: 
1. Monday through Friday, 1-1:15 p. m., EWT.................. 147 
Programs: Baukhage Talking (Cooperative) 
Life Can Be Beautiful (Procter & Gamble) 


Tied tor 2nd Place: 


Monday through Friday, 11:15-11:30 a. m., EWT............. 146 
Programs: Breakfast In Hollywood (Kellogg Co.) 

Second Husband (Sterling Drug, Inc.) 
Monday through Friday, 2-2:15 p. m., EWT................ oes Lan 
Programs: John B. Kennedy (Cooperative) 

Two On a Clue (General Foods Sales Co.) 

Cedric Foster (Substitute) (Cooperative) 

Guiding Light (General Mills, Inc.) 


Tied for 3rd Place: 


Monday through Friday, 12:45-1 p. m., EWT................. 145 
Programs: Our Gal, Sunday (American Home Products) 


Saturday, 12:30-1 p. m., EWT. 


Programs: Stars Over Hollywood. (Bowey’s Inc.) 
HIGHEST SPONSOR IDENTIFICATION 


Ma Perkins (NBC) 3:15-3:30 p. m., 


Correct Product 73.6 (Procter & Gamble Company) 
‘TOP TEN’ WEEKDAY PROGRAMS 


Program 
When A Girl Marries 


Sponsor 
General Foods 
Sales Co. 
General Foods 
Sales Co. 


Portia Faces Life 


Young Widder Brown 
Ma Perkins 

Stella Dallas 
Today's Children 


Procter & ¢ 


Life Can Be Beautiful 

greakfast In Hollywood 

Pepper Young s Family 

Romance of Helen 
Trent 

Our Gal, Sunday 


Kellogg Co, 


Products 


Products 


Sterling Drug, Inc. 
iamble 
Sterling Drug, Inc. 
General Mills, Ine. 


Procter & Gamble 


Procter & Gamble 
American Home 


American Home 


ppt G Meee Rie Masia ciaed, § ars a Bea Als, 5 14.5 
EWT, with 76.7 
Net- Ho p 
Product work at 
Various Products NBC 6.4 


Post 40% Bran Flakes 
Post Raisin Bran NBC 4 

Various Products NBC 6.2 
Oxyvdol CBS 6 
Various Products NBC 6 
Bisquick, Betts 

Crocker Soup NBC 
Ivory Soap CBS 
Pep ABC 
Camay Soap NBC 
Bisodol and Kolynos CBS 
Anacin CBS 


Encyclopedia, CBS Plan 
Experimental Telecasts 
Encyclopedia Britannica Films, 
New York, in conjunction with the 
CBS television division, is plan- 


ning a series of four experimental | 


telecasts on WCBW, New York, 
from Aug. 7 to Oct. 1 to test the 
combination of television and 
educational films. If the experi- 
ment is successful, a regular series 
may be scheduled this fall and 
winter on WCBW. 

Dr. V. C. Arnspieger, vice-pres- 
ident and director of research, and 
Dr. Miller McClintock, consultant 
on education to Britannica Films, 
will collaborate with CBS video 
executives in preparing the pro- 
grams. 


Expands Koroseal Ads 


Rainfashions Fifth Ave., Inc., 
New York, will use full-page 
four-color ads during the remain- 


der of the year in fashion and 
women’s magazines to promote 
Koroseal. Morton Freund Adver- 


tising Agency, New York, handles 
the account. 


Names Walker & Minton 


Walker & Minton, with offices 
in Los Angeles and San Francisco, 
has been appointed Pacific Coast 
representative of Electronic In- 
dustries and Radio & Television 
Retailing, published by Caldwell- 
Clements, Inc., New York. 


WHC Promotes Kuebler 


George J. Kuebler has been pro- 


|moted from advertising represen- 


tative in the New England area 
for Woman’s Home Companion, t 
the new post of director of sales 
development, with headquarters 
in New York. Joseph F. Walsh 
formerly space salesman for Pop- 
ular Science, will replace M1) 
Kuebler in Boston. 


Sills Promotes Harvey 
Mary Kersey Harvey, direct 
of women’s activities of Theodore 
R. Sills & Co., Chicago, will heac 
a new department of women’s at- 
tivities in the firm’s New York 
offices. She will supervise wom- 


len’s activities of all Sills’ offices 


from New York. 


Brewery Ups Doran 


George J. Doran, in charge 0! 
case goods sales in New England 
for Narragansett Brewing Com- 
pany, Cranston, R. I., has_ beell 
promoted to merchandising mat 
ager. 


Advertising Agency Wants Experience? 
Layout Man 


A nationally known Chicago advertising 9°" 
needs a capable layout man to fill immediat 
opening. He should have agency or studio expe 
He will work with a congenial group 
Please write 

Adares 
Ohio St 


ence. 
wide variety of national accounts. 
complete letter reaarding experience, etc. 
Box 6182, Advertising Age, 100 E. 
Chicago ti, IU 


The Diary of an Ad Man, bs 
Yourg, captures the elusive tuman 
which make advertising successful 

When the material in this book first began to 
appear, week by week, in Advertising Age, the 
reader response was terrific For this is a book 
about advertising—and business—and life—dif- 
ferent from any other ever published. In it one 
of the country’s best known advertising men has 
put down, day by day, for eighteen months, what 
he saw, did, felt, thought, and read. And put 
it down with such a gift for words, such wit 
want to read and 
book throughout your life! 


Webb 


James 
qualities 


and wisdom, as will make you 
reread this 


Jim Young, as he is widely known, has had 
the kind of career many men long for He 
started as an office boy and became one of the 
country's highest-paid advertising eopywriters 
and idea men Later he headed the Burer. of 
Foreign and Domestic Commerce in Washingtor 
and taught at the University of Chicage He 
yas traveled all over the world for business and 
pieasure 


NEW BOOK 
PUTS SALY 
ON THE TAIL 
OF 
ADVERTISING 


The Diary of an Ad Man brings yo : 
tillation of his experience, and of the r oP 
which grew out of it It is a human 


of our times, and will, I predict, be 
to in the future as historical source 
in the business life of our day It is oe 
that will inspire you and excite you; thet ¥ 
make you chuckle and make you mad; t be 
pay you dividends in usable ideas, st 7 
thinking, and pure enjoyment 

I want to put a copy of this fruitful ‘® 
the hands of every man who has anythir oe 
with advertising—or hopes to—because now 
he will relish both its contents and its } ome 
format. So I make you this offer: Send me 7! 
order for a copy of The Diary of an Ac Me 
today, and if you are not satisfied th : 
worth all I say, I will refund your mone th 

t question The price is $3 per eopy ® 
paid Send for it now G D. Cra dt 
Publisher, 


Advertising Age, 100 E. Ohio ™ 
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Life Insurance 
roup Extends 
Inflation Fight 


(Continued from Page 1) 


fisting uly 


in previous campaigns, will con- 
tinue, but the copy appeal has 
heen changed to remind Ameri- 
cans that 1945 is the “Year of 
Decision” in building more sav- 


ngs as well as conserving what 
; already been saved. 
Holgar J. Johnson, president of 
institute, told ADVERTISING AGE 
‘he new campaign has been pre- 
pared so that it can be shifted 
whatever theme is in the in- 
‘terest of the national economy, 
and need not be interrupted by 
'.J Day. The drive has already 
demonstrated its value in building 
sood will for the insurance field, 
Ir. Johnson said. 


Sees Postwar Benefits 

He also expressed the belief that 
uch public service campaigns will 
be continued after the war by 
very type of business even after 
the return of extensive selling 
opy. To an industry such as 
life insurance, with its - 70,000,000 
olicyholders, Mr. Johnson thinks 
operative campaigns offer an 
xcellent opportunity to bring 
messages collectively to the pub- 
ic. whereas an individual insur- 
nce firm can only stress the spe- 
ific advantages its particular 
ympany offers. 

Mr. Johnson praised the work 
f the OWI, the War Advertising 
‘council, newspaper and magazine 
blishers, and other groups back- 
ng the anti-inflation drive, point- 


iously taken the advertising 
nessages to heart, with savings | 
counts higher than the nation | 
as ever known and _ unprece- 
lented purchases of war bonds. 


Insurance Hits Peak 

In a recent mid-year report, the 
nstitute revealed that life insur- 
pnce owned by American families 
eached a new peak in July, 1945, 
vith an estimated $153 billion in 
orce, an increase of nine billion 
ver the previous mid-year and 
29 billion greater than the total 
n force at the outbreak of war. 
These figures do not include the 
Vational Service Life Insurance 
vritten on those in service. 

The new campaign, placed by 
). Walter Thompson Company, 
‘ew York, is being conducted by 
he institute under the supervision 
nd direction of the policy com- 
nittee chairmanned by George L. 
arrison, president of New York 
Insurance Company. 


'WM. A. KITTREDGE 


| 
| 


s out that Americans have ob-| steel company for 39 years. 


Chicago, July 26.— William A.| 
Kittredge, 54, director of design 


and typography of R. R. Donnelley 


& Sons Company, and one of the} 


country’s foremost authorities on 
typographic design, died at Evans- 
ton hospital today after an illness 
of several months. 

Mr. Kittredge, a native of Lo- 
well, Mass., entered the printing 
business at an early age and was 
an accomplished craftsman whose 
feeling for typographic design soon 
became apparent. He joined Don- 
nelley in 1922, and in his 23-year 
tenure there had built up an inter- 
national reputation in his chosen 
field. 

He served at various times as in- 
structor in the mechanics of pub- 
lishing at the Medill School of 
Journalism of Northwestern Uni- 
versity, and contributed greatly to 
improved typographic standards 
for large-volume printing, as well 
as for books of all kinds. 

He was an honorary life member 
of the Art Directors Club of Chi- 
cago, the Chicago Society of Typo- 
graphic Arts, and the American 
Institute of Graphic Arts, New 
York, the latter organization hav- 
ing awarded him its gold medal in 
1940. 


WILLIAM H. BRYANT 

Chicago, July 26.—Funeral serv- 
ices were held today for William 
Henry Bryant, 54, general sales 
manager of Joseph T. Ryerson & 


poration, died July 22 at Iowa 
Methodist hospital. 

Dr. Chamberlain succeeded his 
father, the late D. S. Chamberlain, 
as president of the companies fol- 
lowing the latter’s death in 1933. 
He had been associated with the 
hand lotion and toilet preparation 
laboratories from the date of their 
organization in 1925. 


HENRY F. MILLER 
Seneca Falls, N. Y., July 24.— 
Funeral services for Henry F. 
Miller, 57, sales promotion man- 
ager of Gould Pumps, Inc., who 
died suddenly in Syracuse July 
18, were held at his home here 
July 21. 
Mr. Miller joined Gould Pumps 
1914 as assistant advertising 
and since then has con- 


in 
manager 


tinued 
rious 
advertising 
departments. 


with the company in va- 
executive positions in the 
and sales promotion 


RCA-NEC to Test Video 
from Empire State 


To study problems faced _ in 
using higher frequencies for tele- 
vision broadcasting, RCA Labora- 
tories in cooperation with NBC 
engineers will conduct field tests 
in the New York 
area, using an experimental trans- 
mitter atop the Empire State 
building, Fifth Ave. 

The transmitter will be capable 
developing 5 kw of output 
at 288 mc, a somewhat 
higher frequency than that as- 
signed to commercial 
transmission by the FCC. The 
tests will not affect regular tele- 


of 
power 


metropolitan | 


television | 


be | 
casts on NBC’s WNBT, and will 
be received only on_ specially- 


designed receivers by survey engi- 
neers. 


Hudson Ups Treadwell 


C. W. Treadwell, for the past 
three years engage d in executive 
war work in New York, and pre- 
viously regional manager in the 
Midwest for Hudson Motor Car 
Company, Detroit, has been ap- 
pointed to the company’s adver- 
tising and merchandising staff. 


Creston Joins ‘Scholastic’ 

Henry A. Creston, for the past 
two and a half years director of 
accounts for United Seamen’s 
Service and previously auditor 
with Prentice-Hall, Inc., has been 
appointed controller for Scholastic 
Corporation, New York, publisher 
of Scholastic Magazines 


Son, Inc., steel manufacturer. He | 
died Monday at his summer home | 
at Iron Mountain, Mich. Mr. Bry- | 
ant had been associated with the 


HOWARD H. WILSON | 

Chicago, July 25—Howard H. 
Wilson, 45, pioneer in commercial 
broadcasting and head of the Chi- 
cago radio station representative 
company bearing his name, died 
yesterday at Presbyterian hospital. 


J. G. BEARE 

Toronto, Ont., July 24.—J. G. 
Beare, advertising manager of the 
Link Belt Company Ltd., Toronto, 
died July 21 following a heart at- 
tack. Mr. Beare was active in Na- 
tional Industrial Advertisers As- 
sociation affairs, and had just re- 
cently been elected treasurer of 
the Industrial Advertisers Associ- 
ation of Toronto. 


L. H. CHAMBERLAIN 

Des Moines, Ia., July 24.—Dr. 
Lowell H. Chamberlain, 68, presi- 
dent of the Chamberlain Labora- 
tories and Chamberlain Sales Cor- 


A IMPOSING group of successful advertising executives 
and advertising agencies find this a lucky number. It en- 
ables them to usea service consisting ofad-setting, engraving, 
and printing—all under one roof...Specially trained men are 
always on their toes to serve you so well that you will come 
back again. We can lighten your burdens—and at the same 
time produce better and more profitable printing for you— 
at a saving of time, trouble and money. Phone Whitehall 2300 


AITHOR 


CORPORATION 


-SETTING + ENGRAVING * PRINTING | 


N. RUSH STREET, CHICAGO 11+ WHITEHALL 2300 


THE FARMER LOOKS 
TOWARD RADIO 


FACTS ABOUT 


THE FARMER — 


He is enjoying the largest 
income in the history of 
Agriculture. 


Economically he will con- 
tribute a great deal to our 
post-war world. 


Therefore, the Mississippi 
Valley Network was es- 
tablished in the interest of 
the Farmer to advise him 
on current affairs vitally 
affecting agriculture . . . 
Mississippi Valley Network 
will give him local 
reports, 
market news plus good 
snappy entertainment 


slanted towards Mr. 


weather latest 


and 
Mrs. Farmer's ear. 


For programs available 
for sponsorship call any 


NCBS office. 
Percent of Farm Radio 
Homes covered by MVN 


Mississippi Valley Network 


OPERATED BY 


North Centra Broancastine SYSTEM, INC. 


New York 
Empire State Bidg. 
LOngacre 3-4874 


OHN W. BOLER, 
St. Paul, Minnesota 
First National Bark Bidg. 
Cedor 8579 


President 


Chicago, Mlinois 
360 North Michigan Ave. 


Stote 0361 
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Before blazing brick-oven fires, the pretzel 
haker moistened the ground grist in burl bowls, work't 
the dough slab whilst still stiff on the hob or the rack 
boards, cut en the hand break, kneaded the knot... . 
“and boilt the bretzels in an iron kettle of weak lyewater 
leach 'd of pine or beechwood ashes.” 

The parts of the pretzel in ancient times symbolized 
the four seasons. The maker's mark might also signify 
the modern newspaper. For in summer and _ spring, 


winter and fall. the newspaper takes the world’s grist. 
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V, Persson at “the sign of the Pretzel” based on 
data secured by the Atwater Kent Museum 


leaches out lies, kneads the amorphous raw facts into 
forms suited to the intelligence, salts with features and 
pictures, bakes to the public taste—and serves crisp... 
an appetite sharpener for the minds of seemly men, 
forthright sires, and ladies fair. 

All the year around, The Inquirer in Philadelphia 
stimulates pates as well as palates. And its goodly linage 
and patronage records avouch that local merchants and 
national advertisers find in its audience, a_ profitable 


portion to chew on! 


The Philadelphia Anguiver 
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Advertising Age, July 30, 1945 


PHOTOGRAPHIC REVIEW 
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How Arrow might advertise 


6 6 och 
9 -* 


The Soap Opera Quiz Show 
“Wit Hepwel bc nobhappy because — seunrt thing opel buy & handscene Ar. "Maw here’s the jackpot question 
Lisette sevrand him’ Wilt Margaret row Shirt on the way heme tonight, What shirt thas afl these wateberful 
ortive in time to discover the plot and have bath girle delirious 21 the feustionce—Arrue”s y 


agsinat het? Or will Hapwolt do the — sight of him? Prine dx tornarrmne ’ 


her, the Arrow Mitaes fyun~&t, As * 
wnchorvd trattons. thie Saafortved babes 


Tees ononsemenmccnnanngenn tet 
preceerenere 


Court of Human Problems 


. . 
Sister Trio 
vile ie..." Worle Armrw. My boy, go home. Go Ter-oodio-meddoa in an Arrow 
«! Lote of people — through your shirt drawer. Makesute You'll de as happy ax @ sparrow 
bien, Sines asuch ingle shirt you own. Ter-wadie-oodoa Arrie Shirts 
action in going ta ip Samm will love 


Tiddly-doa Tiddtydoa are the nerts, al 


the government, thoreers time when you. Bven your wife will lave you A plink R—plink R—plink O-—plink W-plink @& 


you may Mot be able 1 get your 


” y ‘R- ; / 
Because of tough wartime conditiuhs, your Arrow dealer may net haw the Arrow yuo ARROW SHI . 
prefer. Hut comomber: He's doing hts best for you and doing s ewell job si) arrund | 


SHOOTS AT TELEVISION—Showing how Arrow might advertise with Tele- 

vision, Cluett, Peabody & Co.'s latest magazine color page illustrates several 

familiar types of shows to which typical shirt problems and Arrow's humorous 
approach are applied. 


IT'S A GIFT—At the opening of an exhibit of Continental Distilling Corp.'s 

historic Philadelphia illustrations at the Atwater Kent Museum in the Quaker 

City, Leo J. Gunson, president of Continental, second from left, presented 

“Tun Tavern," first recruiting headquarters of the Continental Marines, to 

Brig. Gen. Robert L. Denig, far right, director of public relations, U. S. 

Marine Corps. A. Atwater Kent Jr., far left, president of the museum, looks 
on with Brig. Gen. Maurice Gregory, head of the Corps’ supply depot. 


‘et 


wee 


CELEBRATE ANNIVERSARY—E. F. Ireland of Thomas Emery's Sons, Inc., 
presents C. M. Robertson Jr., president, Ralph H. Jones Co., Cincinnati, with 
@ miniature of the Carew Tower as Stanley A. Willer, vice-president and 
Ge 


eral manager of the agency, looks on. The ceremony marked the 29-year- 
old agency's IIth year of tenancy in the building. 


24 with Television 


OF THE 


McGOVERN- STEWART CO. | 
PROUDLY ANNOUNCES THEIR DEALERSHIP 
FOR He ¢ NS POSTWAR PLEASURE BOATS 


McGOVERN-STEWART CO. 


GE. 2541 810 ROANOME BUILDING MPLS.. MINN. 


DEALERSHIP—An example of dealer 
ennouncement copy for Higgins Indus- 
tries’ civilian line is this McGovern- 
Stewart Co. ad which appeared in the 
Minneapolis Tribune. 


UNCHANGED—This is one of a series 
of ads scheduled by Los Angeles Brew- 
ing Co. for 75 newspapers in southern 
California during August, September 
and October. Lockwood-Shackelford 
Co., Los Angeles, is the agency. 


se SUMMER NEEDS 


WHEREVER You Go 


iF COURSE « TENNIS CORT 


For SUNBURN 


vet Bio-Dyne sirtmen 


a 
r 
“ 
£ 
= 
5 
3 


SALES SPUR—An assortment of sum- 
mer needs, which may be chosen by 
the individual druggist, surrounds a 
tube of Sperti Bio-Dyne ointment in 
this multiple-item display offered free 
of charge to druggists by Sperti, Inc., 
Norwood, O. Stockton-West-Burkhart, 
Cincinnati, is the Sperti agency. 


PRESS PARTY—E. Palmer Hoyt, left, publisher of the Portland Oregonian, 
had an interested audience at a recent Ruthrauff & Ryan cocktail party held 
in Portland in honor of Ed C. Quinn, right, assistant general sales manager 
of Dodge division, Chrysler Corp. Francis G. Mullins, center left, vice-presi- 
dent and Seattle manager of Ruthrauff & Ryan, and W. A. Sellman, center 
right, regional manager of Dodge, seem to be enjoying the story. 


“ZA WESTERN FAVORITE 4 


F LUCKY LAGER 
\ the age-dated beer 


LUCKY GIRL—Scheduled to go on the boards in Lucky Lager territory on 

the Pacific Coast Aug. |, this new poster for General Brewing Corp., San 

Francisco, features the color photography of Paul Hesse, Hollywood. The 

same picture, in black and white, will be used in General's newspaper and 
trade publication ads. McCann-Erickson is the agency. 


PLAN COAST GUARD CELEBRATION—A special Coast Guard committee 
of the war activities council, Advertising Club of New York, meets to review 
plans for commemoration of the 155th anniversary of the U. S. Coast Guard, 
founded Aug. 4, 1790. Left to right are: Albert Haase, Institute of Public 
Relations; Ens. Richard Wilcox, USCGR; Alexander Simon, general manager, 
Western Union, and Frank J. Reynolds, president, Albert Frank-Guenther Law. 


os aarp 


By the time you read this both of these gteat —_ built 


sleek, streamlined ships, 5 1 rob erwi 
tena clippers will have been completely ouchtted and — thousands of miles over the vast P ear 
will have put to sea on their maiden vovages. They the nomadic tuna 
might have already run into great schools of tuna — Of course, it will take some cime to b 
filled choir refrigerated holds to capacity and be flect back w pre-war size and bring in enough tuna 
on their way back to port with nearly five hundred to supply all che dealers in che unt K 
tons of choice tuna stowed away in each ship many months have passed, we hope that will be 
Christened “CHICKEN OF THE SEA” and " WHITE able co go into any grocery store and buy 
STAR” in tribute to our farnous brands, they are the famous brands of t Wea * 


largest and most modern all-seeel tuna clippers ever out hest to make this 


ANNOUNCEMENT—In this four-color ad, scheduled for women's magazines 

and 28 Sunday newspapers in 20 cities, Van Camp Sea Food Co. announces 

the launching of two clippers bearing the names of the company's tuna 
brands. Brisacher, Van Norden & Staff, San Francisco, is the agency. 
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Ox OCTOBER 1, 1832, 
the packet ship Sully set sail 
from Le Havre for New York, 
carrying among her passen- 
‘ gers an American portrait 
painter named Samuel F. B. Morse. No one on board, 
including Morse, suspected that this was to be one of 
the world’s great voyages of discovery. 


One day in mid-Atlantic— Morse, an inveterate reader, 
found in a French magazine an account of Ampére’s 
recent experiments with the electro-magnet. Something 
clicked in his mind . .. something that he had read in 
Enfield’s book on electricity 22 years before: “If the 
circuit be interrupted, the fluid will become visible; and 
when it passes, it will leave an impression upon any 
intermediate body . . .” ; 

Interrupted! ...impression!...signals!...messages!... 

Morse rashed on deck and began making sketches in 
his notebook. In that moment the telegraph was born. 

But the roots of that moment were buried deep in 
the past... in the childhood ambition, gained from 
reading Plutarch’s Lives, to do great and enduring 
things ...in a young boy's ceaseless search in magazines 


Twelve years after the invention of the telegraph, it had its first public demonstration. Over a wire stretched from Washington to Baltimore, Morse sent 
the first message from the chamber of the United States Supreme Court on May 24, 1844. The historic words were: “What hath God wrought!” 


From words READ and lo 


and books for knowledge, always more knowledge, 
about this vast and mysterious world. 


Thus, through his lifelong habit of reading, Samuel 
Morse found the key to an invention which gave wings 
to words, and freed mankind from many of the limita- 
tions of space and time. 


Reading Points the Way 
For Samuel Morse, reading provided the inspiration and 
special knowledge which brought him honors from many 
governments, and the rewards of wealth and world-wide fame. 


So it has always been in the annals of high achievement . . . 
so it remains today. Reading is the great stimulator, the great 
inspirer. For it is the impression-value of what one sees that 
registers indelibly and is never forgotten. 


Greatest 
Circulation 


in the World 


ng remembered 


...came the TELEGRAPH 


This, to a unique degree, explains the extraordinary power 
and influence of The American Weekly. For The American 
Weekly brings you reading at its vivid, most varied best. True 
stories in word and picture of human struggle and accom- 
plishment . . . heartbreak and laughter . . . tragedy and 
triumph . . . love, hatred, sacrifice . . . the march of science 

. . the power and beauty of literature, art, religion. And all 
written so clearly and accurately that anyone can understand. 

The American Weekly is distributed through a group of 
great Sunday newspapers and read regularly in more than 
8,000,000 homes from coast to coast! 

7 ry y 

The manufacturer who associates his product or his 
company’s name with such an influence is tying in with 
the most powerful known force in advertising. 


EAM ERICAN 


BRANCH OFFICES 5 Winthrop S¢., Boston 10 + Arcade Bldg., St. Louis 1 « Hearst Bldg., Chicago 6 + 101 Marietta St., Atlanta 3 
Hanna Bldg, Cleveland 15 + General Motors Bldg., Detrott2 + Edison Bldg., Los Angeles 13 + Hearst Bldg., Sam Francine 3 


WEEKLY 


MAIN OFFICE: 959 EIGHTH AVENUE, NEW YORK 19, N. Y. 
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